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got Built-i -ins oy Oo BMM9 
P. O. Box 218, Arlington Heights, Illinois 


WRITE TODA Y FOR THIS Please rush me [] complete specifications and prices on the full Chambers line, 
PROFIT-MAKING PLAN! [ ] Stebineten-deuier toleration 


Mail the coupon or call your CHAMBERS distributor for [_} Details on builders’ “STEP-UP TO PROFIT” Plan 


all the details on the proven selling plan that really makes Reine 
sense. You'll be glad you did! 
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SQUARE FEET OF FLOOR SPACE 
PUTS YOU IN THE PROFITABLE 
VINYL ASBESTOS TILE BUSINESS 


September 11, 


YOU'LL LOVE LIVING ON / 


@asy to own . 


‘ 





Visit us 
Exhibit 27901 
NRLDA 
Convention 








VINYL ASBESTOS FLOORS ‘ 
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Specially designed for the store with limited display 


space, the Vina-Lux Merchandiser is the quick, 
easy, efficient way to get your share of the profitable 
vinyl asbestos tile The versatile Vina-Lux 
Merchandiser “shows off” up to ten best-selling colors 
in popular Vina-Lux. Always current and up-to-date 

. tiles you want to feature slide into channels on each 


business. 


Ask your Azrock distributor today how 
Merchandiser. It’s the sure way to 


AZROCK FLOOR 


UVALDE ROCK ASPHALT COMPANY ¢59 


PRODUCTS 
Specialists in the manufacture of vinyl asbestos tile and asphalt tile flooring 


5D FROST BANK BUILDING 
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with the COMPACT 
cx. MERCHANDISER! 


side of display —no need to open cartons to display tile. 
Up to 60 cartons of 1/16” Vina-Lux can be merchan- 
dised with this unit. Space is provided for Vina-Lux 
Brush-On Adhesive, installation kits and special 
Vina-Lux installation folders. The Vina-Lux Merchan- 
diser assembles quickly, easily — needs only 8 square 
feet of floor space to start selling —and earning —for you! 


you can have this self-selling Vina-Lux 
extra profits in the months ahead! 


Division (cen) 


Se/ 


* SAN ANTONIO, TEXAS 
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MALTA “TOWN 
AND COUNTRY” 
windows installed 
as single, double 
and multiple units 
give this home 
modern external 
styling .. . bright, 
light and airy liv- 
ing to every room 
inside. 


MALT-A-VENT 
modern, all-pur- 
pose wood win- 
dows were used to 
enclose this winter- 
tight, summer- 
bright sun room. 
All around alumi- 
num weatherstrip 
seals out water, 
wind and dust. 


SIER, 


MALT-A-GLIDE 
horizontal sliding 
units with lift-out 
sash turned an 
open porch into a 
cozy year ‘round 
living area. Full 
weatherstripping 
and aluminum sill 
provide easy oper- 
ating... winter 
tight seal. 


MORE PROFITABLE 


Malta windows have what every builder and remodeler wants — quality, beauty, 
versatility and adaptability ...at a price to meet even the most modest budget. 
Whether the job calls for external restyling, enclosing a porch or adding a 
new wing, there’s a Malta wood unit compatible with the existing designs... 
adaptable to varying wall thicknesses... pre-fit and ready to install with little sa oe 8} ng 
time and effort. WINDOWS 
Check with your Malta dealer. You'll find plenty of evidence to prove that 


Malta quality wood windows make remodeling easier, more profitable. Atember Pendeiees 
Pine Woodwork Assn. 


Supreme Quality Since 1901 THE MALTA MANUFACTURING CO. and N.W.M.A. 


Executive & Sales Offices —120 Mill St., Gahanna, Ohio. Plant — Maita, Ohio 
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Sept. 20-21—40th Producers’ Council Convention, Pitts- 
burgh Hilton Hotel, Pittsburgh 
Sept. 24-28—Joint National Convention of Aluminum 
indow Manufacturers Assn. and Sliding Glass Door 
& Window Institute, Mountain Shadows Resort, 
Scottsdale, Ariz. 
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Controlling the sale at dealer level can stem from land con- 


trol, prefabing, financing, Home Center stores, strong retail 
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One call does it all. 

Save time and money on 
plywood and specialties 
by calling Vanply first. 
Save, too, with full car 
prices on mixed Cars. 
Yes, you will be way 
ahead if you always rely 


on Vanply. 


VANCOUVER PLYWOOD Co. 


P.O. BOX 720 
VANCOUVER, WASHINGTON 
Phone OXford 3-2514 * TWX VAN-648 
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for Quality 
aa WA celele, 
and Specialties 


PLYWOOD 
INTERIOR ¢ EXTERIOR 
MARINE ¢ SHEATHING 


SPECIALTIES 
IMPORTS 
HARDBOARD 
PARTICLE BOARD 


PRODUCED BY: 

Fort Vancouver Plywood Co. 
North Pacific Plywood, Inc. 
Tillamook Veneer Co. 
Southern Oregon Plywood 
Three Sisters Plywood, Inc. 
Hub City Plywood Corp. 

PV Brand Hardboard 
White City Plywood Co. 
Van-Evan Co. 

Valley Wood Products, Inc. 
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THE EDITORS’ VIEWPOINT 


Case of the Missing Appliances 


LR tek THE STREET from one of our editors lives a family 
which recently modernized its kitchen. 

The husband and wife had discussed a new kitchen for several 
years. Then they noticed a newspaper advertisement of a leading 
lumber and building materials dealer, promoting a kitchen service, 
with emphasis on the yard’s line of cabinets. 

The result was a big-ticket sale of new cabinets and counters, 
with new wall paneling. The customer paid cash. 

But when our editor visited the home to see the new installation, 
he was surprised that the family’s old refrigerator and range were 
still being used. When asked why they hadn’t put some new built-in 
appliances into the kitchen, the homeowners replied that they just 
hadn’t thought of it. 

Of course, the homeowners were not to blame. The building ma- 
terials dealer is the villain in the story. The dealer’s salesman 
failed to suggest new appliances, which would have been a good- 
sized cash addition to the package. 

The reason was simple enough. Although this dealer sells every 
building material and many specialties for home improvements, 
contracts labor to friendly carpenters and arranges financing, the 
dealer does not sell built-in appliances. 

By refusing to sell appliances, the dealer failed to provide com- 
plete service to this homeowner . . . and probably to every kitchen 
cabinet customer. 

The appliances could have been sold by the dealer at full retail 
markup—something that is rare for the independent appliance 
retailer. 

The above true story tells more about service retailing than a 
whole series of articles. It points out, in no uncertain terms, how 
every building materials dealer who does not include a full package 
in sales to consumers fails to provide what the customer can use. 

Fortunately, more and more Home Center lumber and building 
materials dealers are including appliances in packaged kitchen sales. 
In the latest survey of dealers, as described elsewhere in this issue, 
44% report that they sell complete kitchen remodeling. This com 
pares with 39% in a similar survey made in 1957. 

You had better check now to see if you sell complete one-stop 
home improvement. If not, you are not selling what the public wants 
—and you are missing some of the best profits available to building 
materials dealers. 


THE EDITORS 





ROCKET IS THE 
STANDARD 


(for all sliding door hardware) 


BUILDERS ASK FOR 
IT BY NAME! 














STURDY, 
VERSATILE 


PACKAGING! 





ACCEPTED 


“GRANT QUALITY” 


(millions installed — millions satisfied) 


ROCKET IS 
“PRE-SOLD” 


consistently advertised to your 
customers — and their customers 


+5 6 a : literature, displays, direct mail, 
pact APPEAL . ‘ 
pers | do-it-yourself blueprints, a barrage 
x ne of merchandising aids — yours, free! 


WHY STOCK ROCKET? /T MOVES! 


GRANT SLIDING DOOR HARDWARE 


GRANT PULLEY & HARDWARE CORPORATION 
3 HIGH STREET, WEST NYACK, N. Y. 
944 LONG BEACH AVE., LOS ANGELES 21, CAL. 
SLIDING DOOR HARDWARE « DRAWER SLIDES * DRAPERY HARDWARE ¢ POCKET FRAMES ¢ PULLS « SPECIAL SLIDING HARDWARE « CLOSET RODS 
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WHOLESALERS CAN HELP STOP THE DECLINE IN RETAIL PROFITS, according 
to a hard hitting message issued last month by S. M. Van Kirk, 
general manager of the National Building Materials Distribu- 
tors Assn. 


It's no secret that direct buying is on the increase in some 
lines. But savings that might come from direct purchasing 
by dealers will be offset by other costs, Van Kirk declared. 





These extra costs--often hidden--may well be the cause of 
the average net profit decline among retailers, as reported 
in regional management surveys, he states. 


Retailers who buy direct must consider their costs of keeping 
records of purchases, shipments, invoices, returns and pay- 
ments and resulting correSpondence with a great number of 
manufacturers, the NBMDA chief points out. 











Here is what the direct-buying retailer must face, he said: 

* More storage and warehouse requirements. 

* Reduced selections with respect to range and assortments. 

* Greater capital demands. 

* Low turnover rate problen. 

* A choice must be made between offering customers a smaller 
selection from which to choose or carry a large selection, 
with the dealer assuming the increased direct buying costs and 
charging higher prices to cover the lower turnover rate. 





FHA HAS ISSUED A STERN REMINDER ABOUT GRADE, SIZE AND DRYNESS RULES. 
In a letter to field offices, FHA made these points: Size: 
Minimum acceptable size tolerances for joists and rafters apply 
also to studs, lintels and other wall framing members. Members 
that are more than 5% scant in width or thickness "shall be 
rejected." 


Moisture content: MPS state that "moisture content of framing 
lumber shall not exceed 19% at time of installation." The 
letter reminded inspectors that when their moisture meter read- 
ings indicate content above 19%, "the lumber is in noncompli- 
ance and shall be rejected." 





Grade: The letter said that grade marks should not be relied 
upon solely to qualify lumber for the grade specified. It 
said: “correction must be required" where individual pieces 
are obviously a lower grade than indicated by the grade mark 
or where they are "unsuitable for the purpose for which 
stated." 





LUMBER COMBINE EXPANDS -- New west coast division has been set up in 
Eugene, Ore., for Lumber Industries, Inc., the nationwide group 


(Continued on page 10) 
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NEW DEVELOPMENTS esins on pase 9) 


of forest products wholesalers which was explained in the July 
3lst issue of BMM. 


The new division replaces and absorbs operations and offices of 
Hirsch=-Crombie Lumber Co. at Eugene and Van Nuys, Calif. 


This division will participate in purchasing west coast species 
for the entire Lumber Industries organization, in addition to 
buying for its own sales. 








OPPORTUNITY FOR LOW-COST FINISH-IT-YOURSELF HOUSES sold by dealers 
is not just wishful thinking. 


Example: Wright-Bachman Lumber of Indianapolis, who has 
marketed "Sweat equity" packages for several years. This 
year the home building department expects to sell 150 
packaged homes--a new record. 


Dealer got its conventional lender to make loans on homes 
sold as far as 40 miles away--compared with previous limit 
of 20 miles. 








New models also have played a role in increased sales. Also, 
the firm now fabricates trusses and wall panels, recently 
switched to roller press for fast truss production. 





Another factor in the success: a professional advertising 
agency now handles the promotion. 





Significant point: most popular W-B model sells for $12,000, 
but options such as insulation and storm sash usually build 

sale to around $12,400. The only "sweat equity" by owner in 
most cases now is interior painting. 


MERGING OF VARIOUS TYPES OF MATERIALS CONTINUES, despite the growing 
competitive fight between wood and metals. 


This month a prominent midwest millwork company, Etling 
Window, Barberton, Ohio, launched production and marketing 
of aluminum siding for new homes. 








Etling also introduces a new line of aluminum sliding and 
awning windows, as well as patio doors. 





The aluminum products are being produced in a 75,000 square 
foot plant in Barberton. A complete line of aluminum 
accessories is also being produced by the Etling people. 


LEADING DEALERS ARE BEGINNING TO LAUNCH LEISURE-TIME CABIN PROGRAMS. 
Outstanding example is Temple Lumber Co. of Texas. Charles 
Thiebeault, merchandising manager, reports that all 36 Temple 
yards will offer a complete line of pre-designed and pre- 
priced homes, complete with financing. 
Optional features for the cottages include a choice of exte- 
rior siding, elevated pier mounting, electrical wiring, 
finished walls of wood paneling, selection of floor covering, 
plastic drain boards and undercounter refrigerator. 
Also, room dividers and porch floor decking are offered. 
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PUTS NEW LIGHT ON 
RESIDENTIAL HO] es (4-5 =a | 
SALES APPEAL | 




















No more searching for key hole at night, Here’s the world’s first and only lockset that glows after dark! 
Precision has taken lock design out of the dark ages and given it a bright new outlook... for greater 
sales appeal on sight. GLO-LOK with new tulip knob offers your customers the finest lock design, crafts- 
manship and materials plus the after-dark glow feature at minimum cost. 


Write or call now for full details on GLO-LOK entry sets... including the regular line of standard-faced 
locksets .. . for the most exciting news and glowing profit story in the builders’ hardware industry. 


PRECISION'S Family Line of Locksets Glowing Sales Features 
*Model No. T-800, Entry Set O Glow element reactivates itself by daylight or artificial 
i . . light—only 5 minutes’ exposure produces luminescent 
*Model No. T-800DL, Entry Set with deadlocking latch bluish glow for 12 to 15 hours after dark 
*Model No. T-805, Entry Set with 5” backset 
*Model No. T-805DL, Entry Set with 5” backset and 
deadiocking latch protection 
Model No. T-801, Closet Set easy-grip turn button on inside tulip knob for positive 
Model No. T-802, Passage Set locking 
Model No. T-803, Bedroom Set standard 2%” backset and 2%” rose; also available are 
Model No. T-804, Bathroom Set 5” backsets, deadlocking latches, circular face latches 


- 7-806. Pati and strikes 

BES Me, TSS, Patio Set © interchangeable with 95% of the locksets on the 
Model No. T-807, Dummy Knob market 
*GLO-LOK feature available only in entry sets. When ordering, O keyed alike, differently, or master keyed 


use prefix GL before entry set number. For example: GLT-800. © competitively priced—plus the extra sales punch of 
NO IMPORTS—ALL LOCKS MADE IN U.S.A. GLO-LOK 


Write or call today for catalog. 


newest design, construction and performance features 
full height 5-pin tumbler cylinder for maximum 


SEE GLO-LOK AT THESE TWO BIG SHOWS 


NATIONAL HARDWARE SHOW NATIONAL BUILDERS’ HARDWARE EXPOSITION 
McCormick Place, Chicago, Illinois Hotel Fontainebleu, Miami Beach, Florida 
October 2nd through October 6th October 16th, 17th, 18th 

BOOTH NO. 130 BOOTH NO. 90 


©1961) Precision tock Mfg. Co., Inc. Circle No. 7 on Handy Cover Card 
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i sales, bigger profits with 
all-new PRECISION locks 


Remember the name PRECISION—it is your key-word and buy-word for 
better looking, better made, better selling locks of all types. Shown here 
are just a few of the sparkling all-new family line of PRECISION locks... 
with built-in sales appeal and priced right to sell fast on the ‘‘impulse’’ 
counter and to volume users. We invite you to get acquainted with 
PRECISION now...and unlock a world of new sales opportunities for 
your business, Write or call today for catalog. 


Outstanding Sellers 


A. 
*B, 


*¢ 


D 


Model No. DL-80. Drawer lock for '%¢” wood or metal drawers. 

$1.90 list. 
Model No. 999. Police Chain Door Lock, tested against 1-ton 
forcible entry pressure. Locks without key, % turn of key ejects 
plunger. $2.98 list. 
Model No. SC-105. Police Travel Lock with protective rubber bumper. 
Unique 5-tumbler design. Used for doors, drawers, sliding doors and 
show cases. $3.66 list. 
Model No. 888SR. Select-0-Matic Combination Padlock. Steel case 
hardened shackle. Corrosion-resistant. Combination can be changed 
as desired. $4.95 list. (br. pl.) 
$5.50 list. (chr. pl.) 
$3.00 list. (br. pl.) 
$3.60 list. (chr. pl.) 
$5.50 list. (br. pl.) 
$6.00 list. (chr. pl.) 


Model 888JR. Junior size Select-0-Matic. 


Model No. 888LS. Long shackle Select-0-Matic. 


E. Model No. OL-82. Drawer lock for *%4” wood or metal drawers. 


$1.30 list. 


NO IMPORTS—ALL LOCKS MADE IN U.S.A, 


*F, Model No. SC-100. DeLuxe Show Case and All-Purpose Lock with 


rubber glass bumper. 5-tumbler heavy duty construction. $3.20 list. 


Model SC-103. Show Case Lock for all types of show cases and 
sliding doors. 5-pin tumbler. $2.66 list. 


. Model No. £0-54. Slim-Line Electric Door Opener. Simple installation, 


replaces most existing units. $6.00 list. 
Model No. £0-50. Mortise type Electric Door Opener. $6.35 list. 
Model No. £0-52. Knockout mortise type Electric Door Opener. 
$8.10 list. 

Model No. $D-20. Sliding Door Lock. The first universal lock for 
by-passing sliding doors. Easy installation for do-it-yourself. 
$3.95 list. 

Model No. SL-150. Police Window Lock, plunger type. Locks without 
key. 2 cups furnished for setting window openings. $2.19 list. 
Model No. R-40. 7-pin Tumbler Cam Lock. 2 tubular keys. Key 
changes practically unlimited, Can be furnished with different offset 
cams. $4.00 list. 
Model No. MC-10. Replacement Mortise Cylinder 5-pin tumbler, 
Standard diameter and thread. Polished Brass, $2.50 list. 
Polished Chrome, $3.00 list. 


*Pat. Applied for 


Residential Locksets « Tubular Sets » Select-O-Matic Combination Padlocks e Mortise 
Cylinder Locksets * Roto Key Locks « Electric Door Openers « Showcase Locks « 
Sliding Door Locks « Cylinder Chain Door Locks ® Specialty Locks » Accessories & Parts 


BRECISION LOCK MANUFACTURING CO., INC. 


933 STANLEY AVENUE, BROOKLYN 8. N.Y. @ 


BROWNING 2-7700 
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THE FRONTIER BUILDING CENTER is 
located in the center of Chanhassen. 
70% of its business is with contractors 
—but it also offers complete service to 
off-the-street trade. A complete hard- 
ware department and furniture depart- 
ment are part of the operation. 


THE OLD LOG THEATER—a landmark 
and tourist attraction in the Chanhas- 
sen area and the Northwest for years 
—has been reconstructed in Frontier 
style. Andersen Windows were used 
throughout this building. 


THIS RANCH-STYLE HOME was built by 
Herb Bloomberg—a Frontier Building 
Center customer who uses nothing but 
Andersen Windows in his homes. Mr. 
Bloomberg says Andersen Windows 
save time—permit him to give buyers 
a better home for less money. 
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Once they've tried these 
windows they’re 
Andersen users.” 


Don Whiting, Manager 
Frontier Building Center 
Chanhassen, Minnesota 


‘‘We use Andersen models in our showroom and 
have them throughout our lumber yard,” says Don 
Whiting. ‘“‘We point out the Andersen label as proof 
of quality, and we make sure every window customer 
operates one of the windows himself.”’ 


STRUTWALLS* ARE 50% OF VOLUME 
Fifty per cent of Frontier Lumber’s total window 
volume is in Andersen Strutwalls (a complete win- 
dow and wall component) —and Andersen units were 
one of the first items stocked by the yard when it 
was opened 5 years ago. 


CONVENIENT AND PROFITABLE 
‘‘Andersen Strutwalls are a good profit item for us,” 
says Don Whiting, ‘‘and they’re a real convenience 
item. We stock them by the carload, and builders 
can pick them up at a moment’s notice. It’s easy 
for them—and it’s easy for us.”’ 


ANDERSENS COMPLEMENT LOCAL ARCHITECTURE 
In order to attract tourist business, Chanhassen is 
planning to build and reconstruct along Early Amer- 
ican and Western Frontier lines. The fine woods and 
craftsmanship in certain styles of Andersen Windows 
fit in perfectly with this style of architecture. 


ANDERSEN OFFERS COMPLETE LINE 
Andersen Windows are available in 7 different styles 
and a complete range of stock sizes. Andersen gives 
you a window to meet practically any requirement. 
For complete information, call your Andersen dis- 
tributor—or write to the Andersen Corporation, 
Bayport, Minnesota. 


THIS LABEL HELPS SELL. 

Use it to help sell your builders. 
Remind them to use it when sell- 
ing their homes. This label is an 
indication to home buyers that 
quality construction has been 
used throughout the house. i 
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Andersen \Windows wv’ 
America’s most wanted windows 


ANDERSEN CORPORATION e BAYPORT, MINNESOTA 
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The vast new housing of the nation is populated with 


families who need to buy 


Trinity White ! ! 


... A number of small-ticket bales 
like these make for steady 


and satisfactory profits 


A cinch to make. And do they dress up the 
STEPPING place! Householders have several styles to 


STON gS choose from—angular or irregular shapes; 
use wood or turf as form. 


Gives a focal point to yard or garden. 
GARDEN Raise aquatic plants, fish; attract birds. Very 


POCO LS popular. A do-it-yourself project that will 
interest many families, 


Suggest a straight or curved bench. Other 
BENCHES & attractive yard items that will move Trinity 


SEATS sc stock are birdbaths, sundials, flower 


Beautiful garden walls and decorative 
SsceRANvE screens can be built with units made of 


FENCE s Trinity White. One sells others. Trinity is a 
true portland cement. 


_TO- White steps are attractive to the eye. Easily 
EASY-TO-GURD seen at night because of high light-reflec- 


STE & © tion. Your cement contractors will create new 
work with Trinity White. 


FOR OUTDOOR LIVING Your family trade can build themselves won- 
derful patios for entertaining, barbecueing 


PATIOS and summertime enjoyment. Where color is 
desired, Trinity tints beautifully. 


ee A ghort has been advertised h agreed = 1941. i BEST FOR SETTING Your building contractor trade who hove 
egular advertising appears in the leading architectura ceramic tile to set need a prepared tile 
magazines and those read by masons, plasterers, contractors Ti LE grout made of Trinity White. 

and other segments of the building trade. 





> 























GAME Shuffle board courts are within the ability 
Along with the zooming sales of boats, barbecue equipment and sport COURTS of most home owners. Use Trinity White 
clothing, the sale of Trinity White portland cement has doubled and re- topping. 
doubled in the last few years. The list of items at the right shows why. 


Small-ticket sales of Trinity White have skyrocketed as new : 
homes have sprouted. Here are homes by the million headed by .. A few big-ticket sales like these 
rugged, strong young men who are anxious to build and improve for - provide substantial profits fit: 
their families’ enjoyment. And a population “explosion” scheduled ae 


for the 1960's with the war-baby crop at the family-formation age! 


And the big-ticket sales to contractors and tonnage buyers mounts TERRAZZO The best floor money can buy. For all 
public buildings. Experienced Terrazzo 


year by year. Last year Trinity White was used on many of the FLOORS cesineensabanibaatied tour terteilly 


country’s most publicized and spectacular structures. room, kitchens, baths, etc. 


White cement is no longer a “specialty item.” It is in regular 
. oe ‘ tt SS ; Here i rket—both public and residen- 
and growing demand. For further information, write Trinity White De- POOLS FOR esa. Sees head thie potsonowd 


partment, General Portland Cement Co., 111 W. Monroe St., Chicago 3. Sei a fast. Trinity White advertises regularly to 


swimming pool contractors. 


, Curtain walls and facing panels made with 
’ CURTAIN Trinity White are both decorative and func- 
4 Ww A LLS tional for new construction or remodeling— 

5° large and small. 
eit While Trinity recommends the use of a pre- 
thy writes wht Coan iter PORTLAND CEMENT pared “stucco mix" wherever possible, you 
STU C¢co will still get calls from contractors wishing to 

mix their own. 


‘ SAFETY Trinity White's light reflection is useful in 
oe ‘ _— on : or : Fort Worth + Houston trafficcontrol, including light-reflecting curbs, 
iT E bA A dividers, barriers, markers, and similar items, 


j 














A product of GENERAL PORTLAND CEMENT COMPANY 


Fredonia. Kansas + Jackson, Michigan + Tampa «+ Miami «Los Angeles 
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ROOFING SHINGLES 
SIDING 
INSULATION 
FOUNDATION DAMPPROOFING 
ASBESTOS-CEMENT BOARDS 


Tyside, Outside 
oll around the house 


PHILI 
® 


As advertised in 


hg SP 


\/\ore robin and her brood never had it so good! 
They’re nesting on a Philip Carey seal-down 
roof. It’s a roof of Fire-Chex Asbestos-Plastic Shingles, the 

only composition shingles guaranteed for 25 years. Or they 

could be giant Carey Roofmaster Shingles. Or maybe new Sol-Seal 


Shingles—ideal for new roofs or re-roofing. They’re all 
Philip Carey seal-downs... the broadest line in the industry. 


The sidewalls are new random-striated Styletex . . . rich in 
spring-time color. They protect against fire and rot . . . stay fresh 
and beautiful, thanks to Styletex polymer plastic finish. For 
literature on any of these Carey building materials, write Dept. 
BM-961, The Philip Carey Mfg. Company, Cincinnati 15, Ohio. 
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3 LIKE UM SAY, PALEFACE, IT TAKES 


PENETRATION 


TO MAKE PAINT STICK TO THE JOB 


\ 


_ SS SAAN 
SCLAL IL R, £ 
* <a 
ar 
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Gum Turpentine, the world’s best paint 
thinner, provides the ideal penetration 
to anchor the paint film to the surface. 
All good painters know this secret of 
good paint jobs. Every time you sell oil 
based house paints or long lasting in- 
terior oil paints, enamels and varnishes, 
sell Gum Turpentine. Make sure the 
paint you sell gives lasting satisfaction. 
You make a handsome profit on Gum 
Turpentine. Nationally advertised in 
leading magazines and farm journals. 
Order a good stock of Gum Turpentine 
today. The AT-FA seal is your assur- 
ance of genuine spirits of Gum Tur- 
pentine. 








AMERICAN TURPENTINE FARMERS ASSOCIATION 
General Offices: Valdosta, Georgia 
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QUALITY 
BUILDING 
PRODUCTS 


This room 
featured in October 
Better Homes 
and Gardens, 
American Builder, 
Building Products 
and House and Home 


Three Simpson Products 


to help you turn stocks faster 


.. Altract new customers 
...make more profits 


LIFECLAD* 


Economical paneling that stays beautiful 


FORESTONE® 


The sculptured ceiling that is easier to sell 


SEVEN-ELEVEN® DOORS 


Ceiling height doors that save your customers money 











See next 3 pages for details 
* « PA AT. N 2 ) 29 





LIFECLAD 


pre-finished 


plywood 


builds sales and 
profits for you. 
Reduces 
construction 
time for your 


customers 


Here’s a wonderful sales 
maker...a durable popular 
priced interior paneling 
that’s beautiful, stays 
beautiful, yet requires no 
costly labor or on-the-job 
finishing. It saves your 
customers both material 
and labor costs while 
reducing construction time. 
You can demonstrate its 
virtues to builders, 
remodelers and 
do-it-yourselfers. 


ae, 


LIFECLAD’S PERMANENT FINISH is 
achieved by bonding a tough dur- 
able vinyl plastic to a base of se- 
lect plywood. Both clear and gra- 
vure wood grained overlays let you 
sell six distinctive finishes which 
will not chip or delaminate. You 
can see and feel the advantages. 


LIFECLAD STAYS BEAUTIFUL... Lab- 
oratory tests proved that Lifeclad 
gravure grained finishes will not 
fade or discolor in direct sunlight. 


LIFECLAD WASHES CLEAN... No or- 
dinary household compound can 
penetrate or stain its smooth vinyl 
surface. You can demonstrate that 
splashes, smears and sticky finger- 
prints wipe clean in an instant, 
leaving no trace. Over a thousand 
home scrubbings were simulated 
with a Tabor abrasor wheel with- 
out damaging Lifeclad’s finish. 





LIFECLAD’S BROAD SELECTION of 
materials include five handsome 
wood grain finishes and one clear 
overlay on natural wood. Avail- 
able on 14”, 3%”, 12” and %” 
paneling stock ; 34” cabinet stock ; 
(finished one or both sides). 
Simpson standard flush doors, in- 
cluding the Seven-Eleven ceiling 
height door, are available in 
matching Lifeclad finishes. Life- 
clad arrives factory-fresh in pro- 
tective, rigid cartons. 


VERMONT CHERRY 


ig a Get 
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ARABIAN SANDALWOOD 


SABLE WALNUT 


CASCADE HEMLOCK 


Profit-making facts on Fonestone Acoustical Ceilings 


Here’s the original, and leading, 
textured woodfiber acoustical ceil- 
ing tile. It decorates and sound 
conditions at the same time, per- 
manently. In addition, it installs 
quickly and eliminates need for 
ceiling finishing or painting. 


WHY FORESTONE IS EASIER TO SELL. 
Your customers can see and feel 
the deep-etched texture and multi- 
fibered characteristics that absorb 
up to 70% of all sounds striking 
it. This is no imitation printed 
surface design, but the finest of 
sculptured ceilings. The soft-white 
pre-finished surface has a hint of 
gold in the fissures. All four popu- 
lar textures —classic fissured and 
three exclusive decorator designs 


—can be repainted, if desired, 
without loss of three-dimensional 
beauty or sound control. 


All Forestone has a special flame- 
resistant coating and exclusive 
Biotox process which protects it 
against termites, dry rot and mold. 


MORE SALES WITH LESS STOCK. Four 
authentic textures satisfy all types 
of prospects. Starlite, Driftwood 
and Striated come 12” x 12” x 
9/16” with flange joint or butt 
edge. Fissured comes in 12” x 12” 
x 9/16” or 12” x 24” x 9/16” 
flange joint. All are suitable for 
stapling, nailing, mastic or sus- 
pension installation. Factory- 
packaged 56 square feet per car- 
ton, with full instructions inside — 
and each sale is several cartons, 
plus installation materials. 


NEW PETITE TILE. A new Walter 
Dorwin Teague Associates design 
of tiny perforations in Simpson 
woodfiber acoustical tile—efficient, 
economical and unusually attrac- 
tive. Available in all standard 
Simpson sizes and thicknesses. 


SIMPSON IS YOUR BEST SOURCE with 
a complete range of ceiling prod- 
ucts including Forestone, tapestry 
white, standard and random 
drilled tile, new Petite pattern tile 
and a variety of roof deck prod- 
ucts. For complete information on 
these and other Simpson quality 
building products see your Simp- 
son distributor or mail the cou- 
pon on back of this insert. 





ai 


IENLY 
ITS ANEW ROOM 


Colorful Here are scores of color booklets, brochures, construction 
plans, how-to-do-it books, handsome display material... fresh 


4 romotional ideas in planning and building that are certain to 
Simpson ° ey Senn | 

attract customers and help you build sales. Backing up these 

] li 2 sales aids are a series of full color Simpson ads in consumer 
mercnanaistng cae ne ahh alla 

magazines, plus multiple page full color inserts in architect 

" ] l ° l and builder publications. If you are not now carrying Simpson 

4 . a) og 9° ° . : . 
ads aesignec to building materials, see your nearby Simpson distributor or 
check and mail coupon below for name of your nearest 


help you build sales Simpson building products distributor. 


SIMPSON TIMBER COMPANY, 
2052 D Washington Bidg., Seattle 1, Washington 
Please send me free information on the following products as checked: 


RELY ON 


[ ] LIFECLAD ae FORESTONE ‘= 7-11 
PLYWOOD CEILING TILE DOORS 


Name 


Company 
Address QUALITY 


City | BUILDING 
Clipped from magazine. PRODUCTS 





WHEN !IT COMES TO DEMONSTRATING ROOFING QUALITY... 


Wwiye oo THIS... 


walt TS, 


“ =6WHEN YOU CAN SHOW THIS! 


v 


The Fry Bond sells 


(and brings more word-of-mouth sales, too!) 


because it’s proof of quality! 








Fry offers long-term bonds (a full 20 years on 
the 290 lb. 3-tab strip shingle) guaranteeing per- 
formance on every weight and type of asphalt 
shingle in its line! 

To your customers, the Fry Bond is demon- 
strable proof of Fry quality. They’re impressed, 


For Bigger Profits and 

greater customer satisfaction 
SEE YOUR NEARBY 

FRY DISTRIBUTOR FOR ALL 
YOUR ROOFING NEEDS. 
Lloyd A. Fry Roofing Company, 
5818 Archer Road 

Summit (Argo P.O.), Illinois. 


“hes 


¢ te ° * 


oo 
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too, when they learn how Fry bonded quality 
actually ends up costing them less per year! 

To you, the Fry Bond means easier sales; 
greater customer satisfaction. Greater profits, 
too. All good reasons why you find more and 
more roofers buying Fry. 
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A complete line: Heavyweight « Lightweight 
Full-extension « Under-drawer « Single-track 
Double-track « Self-closing. 


KV 


HEAVYWEIGHT 
DRAWER SLIDES 


a 


No. 1400 Ball-Bearing, 
Full-Extension Drawer Slide 
Improved to provide even better float- 
ing extension for heavy drawers. 
Super Oilite Bearings positively elimi- 
nate sticking, jamming, sag or break- 
down even when drawers are fully 
extended under heaviest load. Heavy 
gauge, zinc-plated steel. Unquestion- 
ably the finest drawer slide on the 
market. Recommended for loads of 
100 pounds. 


The important things to remember about K-V 


They're easy to install! Won't sag or stick! 


LIGHTWEIGHT 
DRAWER SLIDES 


Nanaia i i en eens 


No. 1100 Lightweight 

Drawer Slide 

Ideal for kitchen and other home cabi- 
nets. Bright zinc-plate finish. Long life 
of smooth, quiet action guaranteed by 
¥,” nylon rollers. Engineered for easy 
positioning; no measuring, marking 
or templates required. Only 4%” clear- 
ance needed on each side of drawer. 
Zinc-plated finish. Recommended for 
loads to 50 pounds. 


| 
j 
' 
' 
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No. 1150 Under-drawer Slide 
Under-drawer design allows you to 
use otherwise wasted space between 
drawers; hardware is completely con- 
cealed when drawer is open. Self- 
aligning drawer tracks for easy in- 
Sstallation—even on existing drawers, 
Zinc-plated finish. Recommended for 
loads to 50 pounds. Large nylon rollers 
for quiet action, smooth operation and 
long, trouble-free service. 





acacia ae tine ec i a niet a 
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No. 1500 

Under-drawer Extension Slide 
Designed for use where side clear- 
ance space is not available. Ideal for 
narrow spaces, built-in units, deep 
storage drawers, built-in record 
players or pull-out typewriter shelves. 
Zinc-plated finish, on heavy gauge 
steel, bali-bearing rollers for smooth, 
frictionless operation. Recommended 
for loads of 50 pounds. 


No. 1600 Self-closing 

Drawer Slide 

Operates smoothly and quietly on life- 
time ball bearing nylon rollers. Drawer 
closes automatically when within six 
inches of closing; may be removed 
easily at full extension. Stopping 
points protected with rubber bumpers; 
slides and bearings permanently lu- 
bricated. Made of heavy gauge, zinc- 
plated steel. Recommended for loads 
up to 100 pounds. 


No. 1700 Full Extension 

Drawer Slide 

Designed for use in executive desks, 
file cabinets and drawers containing 
heavy precision equipment. Superior 
construction insures a lifetime of 
smooth, easy operation, allows full 
use of all the drawer space even under 
heavy weights. Made of heavy gauge, 
zinc-plated steel. Recommended for 
loads over 100 pounds. 


DRAWER SLIDES 


drawer slides are: 


KNAPE & VOGT 
MANUFACTURING COMPANY 


Grand Rapids, Michigan 


Always operate smoothly! 


No. 1175 Single-track 
Extension Under-drawer Slide 
A new low cost, single-track, under- 
drawer slide that meets requirements 
of any household drawer. Fits any 
length or width drawer; no measuring, 
marking or templates required. Bright 
zinc electroplated finish for corrosion 
resistance; Teflon Roll-ezy bearings 
for quiet, smooth operation. Recom- 
mended for loads to 50 pounds. 


Manufacturers of adjustable shelf hardware, sliding and folding 


door hardware, closet and kitchen fixtures, Tite-Joint Fasteners 


No. 1300 Lightweight 
Extension Drawer Slide 

The most popular, most widely used 
drawer slide on the market. Newly 
improved, with nylon ball bearing 
wheels for noiseless, smooth opera- 
tion every time. Especially economical, 
easily installed. Will not jam or stick 
even under maximum load at full ex- 
tension. Bright zinc-plated finish. 


Recommended for loads to 50 pounds. 





and Handy Hooks for perforated board 


No. 1390 Lightweight Full 
Extension Drawer Slide 

Fits all drawers from 15” to 29”deep, 
provides excellent full-extension 
drawer range for a variety of cabinet 
styles. Durable zinc-plate finish, 
rugged construction. Long, quiet life 
assured by %” nylon rollers. Lifts out 
easily for cleaning when fully ex- 
tended. Recommended for loads to 
50 pounds, fully extended. 
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are Oversized color inventories 
here’s the plan that 


NEW LOWE BROTHERS 
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COMPACT COLOR LINE COMPACT COLORMETER 


(less than 60 sq. ft. of shelf space) (new, lower-priced color machine) 


COMPACT COLOR SELECTORS RTISING 


(easy-to-see samples of 264 wanted colors) (backed by tie-in dealer materials) 


send coupon to get this free 
LOWE BROTHERS 
PAINTS 
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eating up your paint profits? 
answers your problems: 


COMPACT COLOR PLAN 


look what it can do for you: 


Helps you build bigger paint, Reduces your paint invest- 
business with 50% less in- Lf) ment by as much as 75%! 
ventory and a yearly saving / Complete Compact Color line 


of $560.00! You add this to [lan with Compact Colormeter 
your regular full profits! ae takes less than $1000.00! 





Compresses your paint stocks / | Speeds customer color selec- 
into 60 sq. ft. of shelf space— J / tion with new color aids— 
yet lets you sell colors your steps up turnover to protect 
customers want in both inte- profits—holds special color 
rior and exterior paints! | mixing time to a minimum! 


Dealers everywhere are keeping a critical eye on their stock turn- 
over. This new Lowe Brothers Paints COMPACT COLOR PLAN 
offers a simple solution to those dealers who know how excessive 
inventories can eat away the best part of paint profits. Send the 
coupon to get facts and figures (based on NRHA study of inven- 
tory cost control methods) showing how you can put this profit- 
saving plan to work in your paint department. 


The Lowe Brothers eae Dayton 2, Ohio 


Please send me the free brochure explaining 
O the COMPACT COLOR PLAN. 


Cl I'd like to talk to a Lowe Brothers Paints 
representative as soon as he can get here. 


NAME. 








fact-filled brochure 
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The Ruberoid 
Full Line 


Puts you in the 
Profit Picture! 


Ruberoid Roofing 

The Ruberoid Line is your guarantee of 
quality in asphalt roofing. It includes 
popular Self-Sealing Shingles that are 
sealed by the sun . . . Square-Tabs, the 
world’s largest selling strip shingles . . . 
Wind Warranted Lok-Tabs® and Tite- 
Ons® that defy the worst storm. 





Ruberoid Siding 
Maintenance-free Dura-Color® Asbestos 
Sidings have their colors preserved in 
plastic! Available in Clapboard (8% x 48”) 
and Weatherboard (12 x 24”). For luxury 
remodeling and new construction. Selec- 
tion of Trend Colors. 


Ruberoid Insulation 

Fiberglas* home insulation is available 

; . in Standard (Kraft Vapor barrier), Foil 
ars on Ce Le Faced and Foil Enclosed batts or roll 
a5 blankets and pouring wool. Sill-Sealer 

tie pelymerive and Perimeter Insulations are also avail- 

t ” floor tile oor tilt able. Fiberglas is the most efficient—best 
' known—most wanted insulation. 


FC CORP, 








a1 = "x Ruberoid Polymerite™ 
| = : =< Floor Tile 


' : <<a. The first major breakthrough in floor tile 
im in decades. New Ruberoid Polymerite 
Floor Tile is grease-resistant, stain-re- 
sistant, flame-retardant, gives up to twice 
the wear of asphalt tile—all at a remark- 
ably low cost! 32 brilliant colors to help 
you build do-it-yourself business. 


For full information on Ruberoid's 
line of quality building products, 
write for your free copy of the 1961 
Ruberoid Building Products Catalog 
The RUBEROID Co., 733 Third Ave., 
New York 17, N.Y. 


(RUBEROID) 


The accepted quality leader among 
people who know building materials. 
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| because they're Nail Savers! 











Screw Shank Screw Shank Ring Shank Ring Shank 
Flooring Nails Masonry Nails Shake Nails Dry Wall Nails 


...fing and screw shank nails 


e Greater Holding Power— Fewer Nails Needed 
e Easier Driving— Faster Work— Less Labor 
e Stronger— Tighter— More Solid Construction 


They not only hold tighter when driven, but the nail threads 
lock with the wood fibres so that their holding power actually 
increases as the wood seasons. That’s why you can do a better 
job with fewer nails in most applications. Get a complete as- 
sortment of Continental Ring and Screw Shank Nails— 
Underlay, Dry Wall, Face Nails, Pallet, Pole Barn, and 
many other kinds for special applications. Do they sell? Just 
display the famous yellow Continental Nail Carton and see! 


Continental’s new nail mill em- 
‘ 
¢ ploys a triple cleaning process 


SO CLEAN THEY Ca that eliminates blunted points 
PASS THE WHITE 7 


GLOVE TEST! 





and delivers cleaner nails—no 
work smudges. Mention this fact 
when you talk about nails to 
your customers. Brand new nail 
charts, stuffers and folders will 
Continental Ring and Screw Sneak Nails help to tell ib sales — 


are packed in 50 Ib. and 25 Ib. cartons 
and in 10, 5, and 1 Ib. boxes. 





SEE YOUR JOBBER OR WRITE TODAY 


CONTINENTAL STEEL 
STEEL CORPORATION: KOKOMO-INDIANA 


PRODUCTS é PRODUCERS OF: Standard Styles of Galvanized Steel Roofing and Siding, 
for city, farm, Nails, Staples, Lawn Fence, Welded Wire (Reinforcement—Galvanized), 15 


yr tony r types of Farm Fence, Posts, Gates, Barbed Wire and other Wire Products 
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IN Evanite PERF-O-TEX HARDBOARD 


COMBINES 
HANDSOME 
WAINSCOT WITH 
PERFORATIONS AND 
VERTICAL GROOVES 


New decorative interest has been designed into the 
unique Evanite island perforated hardboard by com- 
bining 9/32” holes with a vertical groove. At the wain- 
scot level, up to 34 inches from the floor, there are no 
perforations, making it an ideal background for furni- 
ture. The upper portion has vertical grooves plus holes 
for hanging knick-knacks or tools as desired. Grooves 
are on 8-inch centers and spaced to go directly over 
the studs to enhance the beauty of the paneling. Every 
room in the house is a potential wall area for this new, 
Driftwood-finished panel. Baked-in factory ivory-tone 
finish needs no painting. Its durable surface withstands 
abuse and is practically scuff-proof .. . a damp cloth 
or cleaning solvent will keep it looking like new. 


Evanite Perf-o-tex paneling lends itself beautifully to 
use in recreation rooms, children’s rooms, bedrooms, 
living areas and dens. In addition to its beauty, it adds 
storage and shelf space for better living. 


SHIPLAP 
JOINTS 


9/32” PERFORATIONS 
GROOVED ON 8” CENTER 
DRIFTWOOD FINISH 
MATCHING, COLO 


NAILS> commend < 


~N 
SSO VENNNNN 


PANELS 4’x8’x1/4” 





wheats 


tnd 
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Evanite GARAGE LINER 


GIVES MORE 
STORAGE SPACE 
AT LOWER COST 


A garage has become a natural catch-all for the 
storage of tools, ladders, hoses, etc. . . . and in 
most cases it's the most unsightly spot in the house. 
Now, with Driftwood-finished Evanite Garage 
Liner the mess can be eliminated. Garage Liner 
actually provides 25% more storage space for the 
home and at a very low cost. Your customers can 
have the added convenience of another room in 
the house through the application of Evanite Ga- 
rage Liner over the studs in the garage. All the 
tools, etc., hang on hooks out-of-the-way . . . leav- 
ing the floor area clear for games, recreation, 
dancing, etc. . . . a wonderful factor in any home. 
Panels are 4’x8’x'/,”" thick. 


ADD A ROOM IN 
THE HOME FOR 
LESS THAN $90 


Apply Garage Liner to the studs of the garage inte- 
rior and get all the benefits of an extra room... 
for less than $90. 


NO PAINTING NECESSARY 
Evanite Garage Liner is pre-finished at the factory 
in the neutral ivory-tone finish. 


TOUGH, DURABLE SURFACE 
The factory finish is rubbed and baked in to give a 
tough, scuff- and dent-resistant surface. 


APPLIED WITH MATCHING COLOR NAILS 
to save time and labor in application. No Painting * No Puttying 
No Setting 


Building Materials Division 


EVANS 


prooucrs 
COMPANY 


Coos Bay, Oregon 
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NEW 
PANEL SELECTOR 


REALLY SELLS 
HARDBOARD 
Write for 
Dealer Success 
Stories 
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Sell profitable plastic-finished Marlite Block 


for lifetime washable ceilings in any room 


Particularly suited for kitchens and baths, soilproof Marlite 
Block offers you a real opportunity for profit. These 16-inch- 
square, fully-finished Blocks are ready to install by your 
customers to provide crackproof, washable ceilings. The sale 
is substantial, too, because the largest area in any room is 
usually the ceiling. And Marlite Block is packaged for easy 
over-the-counter sales. 

Marlite Block, available in 11 companion colors, provides 
the permanent solution for cracked, unsightly ceilings. The 
baked plastic surface is unaffected by heat and moisture; 
dust and grease wipe off with a damp cloth. Ask your 
Marlite representative or wholesaler about Marlite Block, 
or write Marlite Division of Masonite Corporation, Dept. 
941, Dover, Ohio. 


Marlite 


plastic-finished paneling 





ANOTHER QUALITY PRODUCT OF MASONITE* RESEARCH 6138 
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“SO per cent of our 
stud volume is profitable 


UTILITY GRADE 
WEST COAST LUMBER,” 


...says MANLEY COTTONGIM, 


leading Kansas City retail lumberman 


“In addition to a profitable 2x4 stud 
volume, we have built a money making 
repeat business with Utility grade 2” x 
6”, 2”x 8”, 2”x 10” plus a growing de- 
mand for 1” x 8” boards. This is a grade 
that produces a double profit—we make 
money and our builder customers make 
money too,”’ Cottingim points out. 


Utility grade meets the specifications 
for framing all styles of quality homes*. 
Sell it for floor joists, wall framing, sub- 
flooring, ceiling joists, rafters, lamina- 
ted roof decks and plank roofs*. 

*When used in accordance with FHA Minimum P1 


ert: iendende for One and Two Living Units, 
Bulletin No. 300, 


You'’/! enjoy the profit in 


TRENDSELLING 


UTILITY GRADE 
WEST COAST 
LUMBER 


a WEST COAST 
_| utility | DOUGLAS FIR 


ade 
Brae. «=—sW WEST COAST 


HEMLOCK 


WESTERN 
RED CEDAR 


SITKA SPRUCE 


WRITE FOR WHITE FIR 
TECHNICAL 

SELLING 

FACTS 


nites on = ©WEST COAST LUMBERMEN'S ASSOCIATION 


pointers... 
tains span tables”. 1410 S. W. Morrison Street, Portland 5, Oregon 
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which brand of, bowen ik-this-? 


customers know BRAND, too 


@ On radio, on television, in magazines, your customers are told that 


Red Brand fence resists rust longer because it’s Galvannealed® M™ And that they 
can recognize it in your store because of the bright red top wires. 
@ It works. @ Red Brand is the best-selling fence 


almost everywhere it’s sold. 
KEYSTONE STEEL & WIRE 
Red Brand Fence « Red Brand® Barbed Wire * Red Top® Stee! Posts + Nails 
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... that's why it sells so well 


@ In the six top corn producing states... MH in 293 leading cattle and hog 
producing counties... M&@ in 561 topcorn producing counties... M in 266 of the 
leading 300 hog producing counties . . . and in six of the seven top hog-producing 
states ... Red Brand is the leader. MH Why sell less than the best fence, 


especially when it’s the best-selling fence? Red Brand is the name. 


COMPANY, Peoria, Illinois 


Baler Wire « Non-Climbable Fence « Keyline™ Poultry Netting « Gates 


September 11, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 21 on Handy Cover Card 





Theres BIG 
VARIETY in 


jmd; JambUp 








DOOR WEATHER STRIP 


Extruded aluminum strip with durable vinyl insert. Perfect for wood 
or metal doors. Packaged with strip, nails, screws and instructions. 
Comes with or without extruded aluminum and vinyl DV-1 Door 


Bottom. 
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Weather 


Show em ail... 


ted; Mametal 


WEATHER STRIP 


Completely packaged set contains sufficient 
Numetal strips and accessories for one door. 
Available in bronze or stainless steel, with or 
without door bottom or with any M-D threshold. 


md) W-4 FOLD-BACK 
WEATHER STRIP 


Automatically spaces itself when properly 
placed against door stop. A smoothly-operating, 
economical packaged set for all standard doors. 
Aluminum or bronze—with any door bottom or 
threshold desired. Nails, screws and instructions 
furnished in each set. 


RAISES when door opens! LOWERS when door closes! 


md) Wz-GARD 
AUTOMATIC DOOR BOTTOM 


Raises and lowers automatically. Made especially for doors (wood 
or metal) where bottom must clear carpet or rug. Comes in silvery- 
satin or Albras finish. Won't rust or tarnish. Standard lengths, 28, 32, 


36, 42 & 48 in. 








i 








‘ {md} ibe BOTTOMS 


M-D Numetal Door 
Bottom made of extra 
thick wool felt and 
heavy gauge stainless 
steel, brass or alumi 
num. Standard lengths 
28, 32, 36, 42 & 48 in 


M-D heavy duty ex- 
truded aluminum and 
felt door bottom in 
Alacrome or Anodized 
satin, bright or brass 
colors, in all standard 
lengths 


M-D extruded alumi- 
num and vinyl door 
bottom —in natural 
Alacrome or Anodized 
Albras finish —in all 
standard lengths. 
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imd; CASEMENT WINDOW 
WEATHER STRIP 


Easy to install on steel or aluminum casements. 
Slips over window flange. Style No. 1 is used 
on head and lock side or swinging edge of 
metal casement windows. Style No. 2 is used 
on hinge side and the sill. 


Style No. 1 


Style No. 2 


VISIT OUR BOOTH NO. 836 AT THE NATIONAL LUMBER DEALERS’ SHOW, NOVEMBER 4-5-6-7, 1961 





Proofing Products 


sell em all for increased sales! 





(md) Nu - Koil 
WEATHER STRIP 


Latest advance in weather strip effi- 
ciency by the pioneers of the industry. 
Combines lifetime aluminum with 
tough, durable vinyl bulb. Lasts indefi- 
nitely in any climate. In 17 ft. roll, 
packed with nails, instructions and 
handy nailing gauge. Packed 24 rolls 
to display carton. 


imd} EXTRUDED 
THRESHOLDS 


Popular AP-3% threshold has replace- 
able vinyl insert. This is only one of 
29 styles and sizes available in Ala- 
crome, Anodized Albras or Brass. 


{md} Combination 
DRIP CAP AND 
DOOR BOTTOM 


In one unit. Style DCV, for all exterior 
swinging doors, combines extruded 
aluminum drip cap that sheds water 
with vinyl air-baffles that stop drafts, 
dust, etc. Also excellent as garage 
door bottom. 





(md) Vic WAY 
WEATHER STRIP 


The ‘original’ coil metal and wool 
felt weather strip. Widely used be- 
cause it’s so easy to put on. Each 17 
ft. roll packaged with nails and in- 
structions. Packed 12 cartons in free 
display. 


| ane 


COIL WEATHER STRIP 


These handy rolls come in 8 widths in 
either stainless steel or bronze in 17 ft. 
or 100 ft. rolls. Features built-in ten- 
sion, embossed nail zone and hum- 
proof edge! Nn 


Nic (ALK 


SPEED LOAD 
CALKING COMPOUND 
Loads come with or with- 
out plastic nozzle that can 
be clipped to different size 
openings. Also in hand 
squeeze tubes or 1/2 pt 
to 55 gal. drums. 


MNu-Glaze 
GLAZING COMPOUND 
Sets to rubber-like con- 
sistency. Clean, easy to 
handle. Use and recom- 
mend with complete confi- 
dence that it ‘stays put.” 


GLAZING 


Compound 


gee 





MACKLANBURG-DUNCAN CO. 


IW NelalUhcela tice Molae@leroliia mm sitliollale Maal lelar: 
Box 1197 ¢ Oklahoma City 1, Okla 


Saale? s 
md) Vina-Seal 
GARAGE DOOR 
WEATHER STRIP 
Made especially for door bottoms, 
this new vinyl weather strip easily 
tacks on. Keeps garage dry and clean 
—also cushions door closing. Individ- 
ually packaged for every garage door. 





! 


= Pete 
(md) GARAGE DOOR 
WEATHER STRIP 

Seals all 4 sides of door to keep out 
rain, dust, etc. Extruded aluminum 
with durable vinyl strip. For overhead 
doors but may be used on almost 
every type garage door. Packaged 
sets in poly tubing 











MACKLANBURG.DUNCAN CO 





DEALERS 
ORDER TODAY... 


your order will receive 
prompt shipment. 
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New Product Spotlight rors: cuoice) 











“IN-BETWEEN” LINE OF POWER TOOLS can be displayed by dealer in minimum 
space. Clerk does not need woodworking knowledge to sell the tools, maker states. 
Unlike power tools of similar capacity, Compactool motors are built-in and ready 
to use. 


Table-top, Lightweight Rockwell Power 
Tools Are Aimed at New Markets 


Representing a new concept in power 
tool design and merchandising, the Com- 
pactool line of circular saw, jointer and 
drill press combines stationary-tool ac- 
curacy with lightweight compactness. 
The line is being launched this month 
by Rockwell Manufacturing Co., which 
also makes Delta, Porter-Cable and 
Walker-Turner power tools. 

Suggested retail price is $79.99 per 
tool, plus extension tables. They can be 
retailed off the shelf, sold on impulse. 
Each packaged tool can be carried home 
by the purchaser and it is ready to use 
upon opening. 

The lightweight feature will appeal to 
present non-users of power tools who live 
in apartments, small homes and even mo- 


bile homes, according to E. L. Tabat, 
Rockwell vice president. “We also expect 
these tools will appeal to men who want 
to ‘step up’ from portables,” he said. 

The manufacturer states that the sim- 
plicity of the new tools will attract the 
beginner, while their accuracy will ap- 
peal to the advanced craftsman. 

The drill press has speeds of 800, 1,750 
and 4,000 rpm. It is 9” from spindle to 
base. Its base is 8” x 113%”. 

The jointer has a maximum 4”-width 
of cut; 4%” maximum depth of cut and 
“4” x 4” rabbeting capacity. 

The saw has a speed of 3,800 rpm, 
¥%2"" arbor diameter and %4” saw blade 
diameter. 

(See page 150 for New Product Parade) 


(Use handy coupon on back cover for more information) 


Circle No. 201 on Handy Cover Card 
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2 X 4s ARE CUT by Compactool saw at 
any angle from 45° to 90°, nearing 
large tool capacity. 





THREE COMPACTOOILS can be stored in 
17” x 23” x 26” kitchen base cabinet. 





HANDY CARTONS eliminate need for 
delivery by a retailer. 
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Hines Mount Hood Cherribord 


Hines Palomar Cherribord 


+ 


Hines Mount Hood Cherribord is a reddish-brown tone that blends 
particularly well with Early American and other traditional decorative 
treatments. Smoky Mountain Cherribord—stark, silvery beauty with 


Hines Smoky Mountain Cherribord 


‘ HINES ALLWOOD EMBOSSED HARDBORDS 


Wickerbord Shadobord Weavbord Louverbord 





a weathered look— makes ideal background for rooms full of bright 


color. Light-wood effects like Palomar Cherribord are much admired 


in modern settings. A handsome contrast to darker woods, too. 


HINES ALLWOOD REGULAR HARDBORDS 


Standard Hardbord a Heather Plankbord Tempered Hardbord 


Piain Heatherbord 





... the beauty of cherrywood 


Now Hines brings you a handsome way to give 
interior surfaces the warm, genial glow of 
natural-looking wood grain. Hines Cherribord 
is an authentic reproduction of cherry grain 
in a choice of the most popular tones. Made of 
sturdy Hines Hardbord with a beauty guarded 
surface that’s stain-resistant and washable. 
Even crayon marks wipe right off. It’s durable, 








grain at one-third the cost! 


too; won’t split, splinter or crack. Do-it-your- 
selfers will find Cherribord easy to cut and 
handle. Panels are 4’ x 8’ with random grooves 
and beveled edges. It costs little for such a fine 
material—far less than most other prefinished 
panelings. Approximate retail price for a 
12-ft. wall section, $25. Also available in perfo- 
rated panels that combine beauty with utility. 


HINES ALLWOOD PERFORATED HARDBORDS 


Perforated Cherribord 


Regular Shobord 


Shadobox 
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Diamond Shobord 
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Stribord at left, Weavbord above stairs, Diamond Shobord supporting shelves, Shadobord on far wall and cabinet doors (cabinet of Hines Widewood), perforated Shadobox in screen. 


HINES emsossepd HARDBORDS 
give luxurious textures not available in other materials 


Dramatic light-and-shadow effects of Hines _ furniture, toys and other products. The panels 
embossed panels add visual richness in any are embossed in a hot press, not machined. 
application, yet they cost barely more than ‘This means that all design surfaces are smooth 
ordinary hardboards. Their distinctive textures and fully formed, ready to take paint beauti- 
can’t be matched. In addition to paneling in fully without filling or sanding. Tempered 
building and remodeling, their uses include __ panels may be used outdoors. 


New Concept in Decorative Hardbords! 


Die-perforated panels of Hines Hardbord are beautifully. Use them a hundred ways. Some 
highly flexible and easy to work and handle. _ suggestions: Room dividers, radiator covers, 
For the first time, delicate filigree effects are shutters, doors, speaker covers, folding screens, 
possible with a lightweight, low-cost material! _ office and store fixtures, window displays, cabi- 
Like other Hines Hardbords, they take paint __ net fronts, special lighting effects. 








For a handsome ve 
board-and-batten e 
durability outdoors. 


FIN 


EDWARD HINES 
Special Produc 

200 South Michi 
Chicago 4, 






Jecorative 
ardbords 





Shobord—either regular or in the new diamond patter 
greatly increases the capacity and convenience of any ; 
where tools are kept. Adds an attractive wall surface, too 


lsome vertical siding that creates a 
batten effect, use Hines Stribord. Tempered for 
: 
A 


yutdoors. Textured surface is embossed. 





& 
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Easiest way to supply popular shutters...make 
them out of Louverbord. You get the look of louvers at lower 
cost. Much easier to paint than real louvers 


Wickerbord, newest of the Hines Embossed Hardbords, 
offers a glamorous, completely new look in any application. 
Ideal for paneling or built-ins. 


Edward Hines Lumber Co., Special Products Division 
200 S. Michigan Ave., Chicago 4, Ill. 


Please send me: | More information about new Hines Cherribord 


HINES LUMBER CoO. [ ] A free sample of Hines Cherribord [| information about Hines Embossed Hardbords 
al Products Division ae : 

uth Michigan Avenue 
icago 4, Illinois 


_ f 
| Information about Hines Perforated Hardbords Information about other Hines Hardbords 


Name ee ae ee ee 
Attach coupon to letterhead and send to address above 
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Count on 2 or 3-day delivery...with BARRETT plastic panels! 


BARRETT’s new quick delivery system gets fiberglass plastic panels from us-to- 
you in 48-72 hours. Possible because we have warehouses located throughout the 
country—more warehouses, in fact, than any other plastic panel supplier. As an 
added service, BARRETT will top load for any size and amount. Furthermore, 
customers can select from a range of the most popular colors, corrugations, 
weights. Color matching, surface appearance, nesting and weathering—best on 
the market. If you’ve got a “time delivery” problem—and can’t afford to sacrifice 
quality—count on BARRETT to deliver the goods! 


Offices in: Birmingham, Boston, Charlotte, Chicago, Cleveland, Houston, New York, Philadelphia, St. Paul | | ied 
BARRETT DIVISION 


40 Rector Street, New York 6, N. Y. 





hemical 


September 11, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 25 on Handy Cover Card 





can tell the difference 
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the minute [cut it’ 


says Frank Schwartz, 
Schwartz Bros. Hardware Co., East St. Louis, III. 


‘“‘T’ve been in the hardware, paint and glass easier, snaps clean. You can depend on 
business for 31 years. You can’t tell me that less breakage with L-O-F. 

window glass is all alike. I can tell the “How do you like my new glass storage 
difference the minute I cut it. rack? The plans came from L:O-F. They’ve 
“Libbey:Owens‘Ford Window Glass cuts got a lot of sales aids, too.” 


Keep Fall fix-up sales rolling 


It’s that time of year when people are checking their windows 
and storm sash. Keep your glass stock up . . . and when you 
reorder, specify L:O-F for less wastage and greater profits. 


GLASS RACK DESIGNS 


Booklet contains plans for 
building several types of dis- 
play storage racks. It also 
lists quality window glass 
sales aids to help you get 
more business. Order ‘‘For 
Greater Profits’? booklet 
from your L:O-F distribu- 
tor, listed under ‘‘Glass”’ in 
the Yellow Pages. He’s your 
source for Libbey * Owens:° 
Ford window glass... the 
glass that cuts easier, snaps 
clean! 





LIBBEY-OWENS:-FORD GLASS COMPANY 


811 MADISON AVENUE 
TOLEDO1, OHIO 
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Materials 


MERCHANDISER 


Headlines at Presstime 


WATCHING OPERATION to check on 
condition of lumber in center of load, 
yard manager Bill Gibbs directs lifting 
of double-package off car. 


Beginning of a Trend? 





FLOATING FLATCAR LOAD, hitched to a 
flatcar with regular unbanded load, is 
first to enter Edward Hines’ main yard 
from Portland, Ore. 


Floating Flatcar for Hines Lumber 


CuHICAGO—What may be the start 
of concerted pressure from retail lum- 
ber and building materials dealers to 
force mills to ship unitized loads was 
demonstrated here last month when 
Edward Hines Lumber Co., largest 
lineyard in Chicagoland, received a 
well-wrapped and _ strapped flatcar 
load of lumber. 

Hines officials had been keenly dis- 
appointed in several other flatcar lum- 
ber shipments, so they expressed great 
interest in their initial load from Hal- 
linan Lumber Co., Portland, Ore. 

Bagpacked under the new Fig. 6B 
floating load method (see BMM, June 
5), 37,250 bd. ft. of 2x10 green Doug- 
las fir arrived in excellent condition. 
Hines executives were pleased with the 
clean, dry load. 

Except for the outward end being 
ripped off two packages, caused by 
jarring the car in the yard, the plastic- 
coated dimension packages remained 
securely wrapped during the long trip 
from the west coast. Guide rails kept 
the lumber packages free of the four 
pairs of stub stakes used in the float- 
ing flatcar shipment. The car was at- 
tached to two other flatcars bearing 
unstrapped, hand-loaded lumber. 

“We're pushing the mills for more 
packaged loads,” one Hines official 
declared. “We’re insisting on getting 
unitized loads to eliminate wasteful 
manual handling out of cars. We're 
going to keep after them until we get 
loads the way we want them!” 

Trouble. Yard manager Bill Gibbs 
said the chief difficulty in previous 
flatcar shipments (including the two 


48 


cars that came in with the Hallinan 
load) has been getting loads of mixed 
lengths and widths. Hines’ system is to 
handle only one length and width at a 
time on a buck. 

“It’s easier for our men to manually 
unload unstrapped lumber out of a 
boxcar than it is from a mixed-length 
flatcar,” Gibbs said. “Lengths are sep- 
arated as they come out and don’t re- 
quire double-handling as from a mixed 
car. 

A Hines yardman, using a lift truck 
of 18,000-lb. capacity, easily unloaded 
the Fig. 6B free-floating shipment in 
just over 20 minutes. It takes a little 
longer if the packages are immediately 
moved to outdoor storage away from 
the car. 

Hallinan offered to ship unitized 
boxcar loads at no extra cost early 
this year. Then the Portland whole- 
saler began offering packaged flatcar 
shipments in April at no premium, 
provided the floating load was ordered 
(see BMM, July 31). Wrapping such 
as used for the Hines equipment costs 
$1.90 per M. 





New Lumber Sales Section 
Announced by Koppers Co. 

PITTSBURGH—A new lumber sales 
section has been established in the 
Wood Preserving Div. of Koppers 
Co., Inc. with W. W. Hanly, Jr. as 
manager. Initial sale emphasis will be 
devoted to Non-Com fire-protected 
wood. S. W. Anthony, Orrville, Ohio, 
has been appointed product supervis- 
or of lumber sales. 


Housing Starts Drop 

WASHINGTON—A 5% dip during 
July in private housing starts was re- 
ported by the Commerce Dept. Fall- 
ing off 66,000 from the June pace, 
housing starts dropped to a seasonally- 
adjusted annual rate of 1,317,000, the 
agency said. However, fluctuations in 
starts are frequent and the July rate 
exceeded May. The department indi- 
cated that work was begun on 122,700 
dwelling units in July, 7% fewer than 
June and 7% higher than July a year 
ago. 





Dealer’s Publicity 
Based on BMM Article 


Nearly every dealer sees the advan- 
tage of good publicity, especially if it 
is free. McAllister & Morgan, Inc., 
Warren, Ohio, illustrate what most any 
dealer can do who is publicized in a 
feature article in Building Materials 
Merchandiser. 

The Ohio firm saw the opportunity 
to capitalize on the article, “Evolution 
of a One-Stop Dealer” in the June 5th 
issue of BMM. It took almost a full- 
page ad in the Warren Tribune Chron- 
icle, building their ad copy around 
photos used in the BMM article. 

An editorial feature also appeared 
under a 3-column headline: “McAllis- 
ter-Morgan Growth Is Cited In Maga- 
zine Article.” 

BMM will be glad to cooperate with 
dealers seeking similar publicity by 
loaning photos for newspaper repro- 
duction. 

















NEW NAME—To make its name more 
indicative of its diversified list of prod- 
ucts, Pacific Plywood Co., Dillard, Ore., 
will now be known as Forrest Industries, 
Inc. William Forrest, president, displays 
his company’s new symbol. 
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“LAST YEAR 
WE BUILT 
40 THOUSAND 
TRUSSES 


EXCLUSIVEL 
\ WITH QUALITY 
' SOUTHERN 

PINE” 


A. ROBERT SOEHNER, 
President & General Manager 
Truss Manufacturing Company, Inc. 
Indianapolis, Indiana 





“Here's why: 


% Southern Pine needs no special grading; the No. 2 
grade meets all of the FHA stress requirements for trusses. 


ae spas P % Southern Pine tops all other species in bending, 
Southern Pine is truly an all-purpose building material. tension and other strength properties, and has superior 


Whether for conventional framing or for components, nail-holding power. 
the same high quality and performance are yours % Grade-Marked Southern Pine, from the mills of the 


if li thern Pine produced SPA, provides the quality | need, and is quickly obtainable 
wa ee ne ee in carload or truckload lots.” 





SOUTHERN PINE ASSOCIATION 


P. O. BOX 1170, NEW ORLEANS 4, LA. 
Please send the following technical bulletins: 
0 Stress Grade Guide O SPA Buyers Guide 
7 . 7 0 How to Specify Quality Southern Pine 
It’s dry % pre-shrunk. . from the mills nada 
of Southern Pine Association. 


TAY 4 | NAME 
/ . i 
j j ‘ ‘\ . M 
4 / SPB Naz Z \\ FIRM NAME 
_ , ; = 
: CITY ZONE STATE 
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ALUMINUM AND PLASTIC shell house is 
built without benefit of nail, screw or 
other fastener. 


Sandwich Panels for 
Florida Shell Houses 

PHILADELPHIA—Major Realty Corp. 
has come up with a shell house for its 
Florida development (see BMM, May 
8) that has wall panels made in a new 
sandwich style. Combining aluminum, 
polyurethane foam, acrylic resin, epoxy 
resin, reinforced plastic and tempered 
hardwood, the company produces rigid 
stressed-skin panels for its proposed 
24’x28’x10’ homes. 

Outside aluminum skin is 1/32” 
thick and coated on the outside with 
methyl-methacrylate film, symbolizing 
how plastics are being used in the light 
construction market. Polyurethane 
foam, 112” thick, forms the core of 
the wall panels and is bonded to the 
aluminum and inner hardwood panel 
by a high phenolic resin. The foam 
has a density of 2 Ibs. per sq. ft. 

Roofs of the houses will be sand- 
wich panels of reinforced plastic and 
polyurethane foam. The roof is sup- 
ported by hollow reinforced fiberglass 
beams 3”x12”x28’-8” in the $3,000 
house. 

With the exception of aluminum in 
outer wall panels and window sills, no 
other metal is used in the houses. 
Nails, rivets and screws are replaced 
by 100% solventless reactive epoxy 
resin. 

Major Realty noted that there are 


3,000 houses on order in its Jackson- 
ville development. The company said 
it is not finished with using polyure- 
thane foam in construction, and is 
working on a bubble type home. 





Evans Products Stockholders 
Approve Aberdeen Purchase 

PLYMOUTH. MicH.—Evans_ Prod- 
ucts stockholders early this month 
approved the acquisition of Aberdeen 
(Wash.) Plywood & Veneers, Inc. 
The purchase makes Evans the third 
largest integrated plywood producer 
in the nation, according to president 
Edward S. Evans, Jr. 

Last year the west coast specialty 
and marine plywood manufacturer 
had sales totaling $21.3 million. Its 
major stockholders had earlier ap- 
proved the sale. Evans Products in 
1960 had sales of $79.4 million so it 
is estimated the acquisition will give 
the firm an annual volume of about 
$100 million. 

Aberdeen is the last warehouse dis- 
tribution organization owning its own 
manufacturing facilities available to 
Evans Products, the firm’s chief ex- 
ecutive said. The purchase gives Evans 
a total of 34 distributing warehouses, 
compared with the previous 15. 

“The acquisition will be another 
step in Evans’ program of growth and 
development in plywood and related 
products,” Evans noted. “It is a major 
step toward a stronger, more fully in- 
tegrated plywood operation taking 
timber from the forest, then to the 
plant, warehouse and dealer.” 





Joins DFPA 

TacoMA—Medford Corp., Med- 
ford, Ore., has qualified for member- 
ship in the Douglas Fir Plywood Assn., 
and its application has been accepted 
by the trade group’s board of trustees. 





“«— 


‘5000 


Borraco Evemnc News 


Thursday, August 17, 1961 


REWARD! 


$5,000 REWARD to anyone who brings in proof of any lumber company in New York State that 
duplicates as many advantages that Gabryel Lumber consistently offers to you, the customer. 
REWARD OFFER expires September 20, 1961 


GABRYEL LUMBER 
2525 WALDEN AVE., BUFFALO 25, NEW YORK 


“7-ACRE” CASH, 'n CARRY, LUMBERLAND 11/2 MILES EAST OF THRUWAY EXIT 52E 


PLYWOOD 





DIMENSION FRAMING LUMBER 


= 1 PREMIUM GRADE 
2x 


DEALER GAMBLES ON CUSTOMER SATISFACTION—Gabryel Lumber, Buffalo, N. Y., 
offers $5,000 award to ‘‘anyone who brings in proof of any lumber company that 
duplicates as many advantages'’ as Gabryel offers. The reward is announced, as 
reproduced above, at top of full-page ads in a leading Buffalo newspaper. Balance 


of the ads feature products. 
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New Quality Standards for 
Architectural Woodwork 


CuHicaGo—Completion of a set of 
millwork quality standards has been 
announced by the Architectural 
Woodwork Institute here. The stand- 
ards were developed in response to 
numerous requests from architects, 
specification writers, millwork plants 
and regional chapters, and are now 
ready for publication. 

Objectives of the standards, which 
are to be distributed nationally, are: 
(1) to define exactly the three grades 
of millwork quality available—pre- 
mium, custom and economy—and 
to provide tests whereby the relative 
quality of work delivered to the job 
can be measured against that calied 
for in the specifications; (2) to word 
the tests and standards in such con- 
crete terminology as to eliminate all 
chance of disagreement as to com- 
pliance with the specifications; (3) 
to require equal quality and com- 
petence of all bidders on the same 
job. 





School for Home Builders 


URBANA-CHAMPAIGN, ILL.—The 
eighth Advanced School for Home 
Builders has been scheduled for Oct. 
9-18 on the Urbana campus of the 
University of Illinois. 

Further information about the 
course may be obtained by writ- 
ing to the Small Homes Council- 
Building Research Council, Mum- 
ford House, Urbana. 





New Tool Jobbers 

Kansas City, Mo.—Changing its 
historic marketing pattern for the first 
time in 76 years, the Goldblatt Tool 
Co. appointed jobbers on both coasts 
recently, providing one or two-day de- 
livery from their local warehouses. 

The jobbers now selling Goldblatt 
Tools in the east are: William L. 
Blumberg Co., Brooklyn; Goldberg 
Wholesale Supply Co., Tarrytown, 
N. Y.; Newark Specialty Co., Newark; 
Sickels-Loder Hardware Co., Law- 
rence, Long Island, N. Y. and Su- 
perior Column Co., Boston. 

Jobbers now selling Goldblatt Tools 
in the west are: Budrow Wholesale 
Hardware Co., Los Angeles; Clancy 
Tools, San Jose, Calif. and Superior 
Featherweight Tool Co., Hawthorne, 
Calif. 





Forest Lands Conference 


WASHINGTON, D.C.—A _ Forest 
Land Use Conference will be held 
here September 21-22 to consider the 
growing role of forest lands in serving 
economic, social and spiritual needs of 
the nation. 

Bernard L. Orell, Weyerhauser 
Co. vice president and member of 
the Outdoor Recreation Resources 
Review Commission, will be confer- 
ence moderator. 
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Easy to install any time of the 
year—regardless of weather! 


Upkeep-free Acrylic finish makes a big 
hit with cost-conscious homeowners! 


GOOD REASONS MORE BUILDERS ARE 
SPECIFYING ALSCO ALUMINUM SIDING 


FOR NEW HOMES, REMODELING JOBS 


Builders are finding ready buyers for new homes 
sided with practical, upkeep-free Alsco Aluminum. 
Homeowners know about it — and heartily ap- 
prove of this durable material which won’t crack, 
chip, peel or craze. Remodeling contractors are 
making use of easy-to-install Alsco Panels to 
up-date thousands of older homes, too! (Alsco 
Siding can be installed anywhere any time of the 
year regardless of weather. ) 


Dealers are able to offer 10 decorator colors and 
white in vertical and horizontal panels. They can 
also offer polystyrene foam-hacked Rigid Bak-R- 
Foam Panels — or regular unbacked material. 


ALSO 


ALUMINUM 


Siding ¢ Storm Windows and Doors ¢ Soffit 
Fascia ¢ Prime Windows «¢ Sliding Glass Doors 


See Alsco Display: NRLDA Convention, Chicago, Nov. 4-7. 


There is good money to be made selling Alsco 
Aluminum Siding. Dealers who never sold a 
square foot of it a year ago — are now selling in 
volume. You can, too! Alsco offers color literature, 
sales aids — other helps to support your efforts. 


Let us tell you more about 
ALSCO aluminum siding, 
other fine Alsco products. 


Alsco, Inc., Dept. BMM-961 
225 S. Forge St., Akron 8, Ohio 


Please send me complete information on CAlsco Aluminum 
Siding [ Alsco Storm Windows and Doors. 


Name iseaitndiadutdintadediibicies prare 





Firm Name 
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new kindof | 


SKUL Saw 


gw A saw that will open up big, profitable new markets 
for Skil dealers everywhere. m A saw that reaffirms 
Skil’s leadership in new power tools, dating from the 


development of the first portable electric saw. 


SKIL 
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*SEE THE DRAMATIC FIRST DEMONSTRATION OF THIS FABULOUS NEW TOOL 


AT SKIL BOOTH 250, NATIONAL HARDWARE SHOW, CHICAGO, OCTOBER 2-6. 





PACKAGED KITCHEN DISPLAY AT Fish Building Supply, Middleton, Wis., which sells to both consumers and contractors. 


Turn the page for field reports which show 
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FALL MERCHANDISING ISSUE 
STAFF REPORT 


Who Can Best 


=  9ell Home 
Improvements? 


THE ANSWER IS EASY: The most effective merchant of home 
improvements is the retail lumber and building materials dealer. 
More than half of all home improvements are made by do-it- 
yourselfers, a market controlled by building materials retailers. 
But the dealer is also the most logical merchant for packaged 
home improvements. With store displays and diversified lines, 
the smart dealer brings together the buyer and the contractor. 

It’s all part of “DSC”—Dealer Sales Control—the key to better 
service for both homeowners and builders. 


how alert dealers sell packaged home improvements... . 
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FALL MERCHANDISING ISSUE 
STAFF REPORT 


Building 
Materials 
Seay pews | Merchandisers 
Bap) “s =—=— | Are Controlling 
—— The Home 








Improvement 


Market 


sea S45" «=| THAT'S THE TREND 
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(Kal : ‘ 
+ Gama COUPON or call MR. LEE at RO 1-6600 

From the rural yard to the suburban 

Home Center, lumber and building 

materials dealers are learning how to 

' sell remodeling packages—materials 


Rij “e 
j 
eowarp HINES vumeer co. plus labor. This service is in addition 


NEWSPAPER CAMPAIGN of Edward Hines Lumber Co., to the usual dealer sales of materials 
Chicago, spotlights the company's new home improve- H 
ment services—including control of labor. to home — seein 


’ 
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e Sane KITCHEN DISPLAY pictured on the pre- 

ceding page is in the modern store of Fish Build- 
ing Supply, Inc., Middleton, Wis., a firm which sold 
$200,000 in packaged kitchens last year with two 
salesmen and one man handling installations. 


The kitchen department made about 250 installa- 
tions, most of which came from word-of-mouth adver- 
tising. 


“We haven’t gone after kitchen business any harder 
because we couldn’t handle any more,” explained pres- 
ident Roger L. Fish, who sells to builders and home- 
owners. 


Fish gives his kitchen salesmen a draw plus a sliding 
commission scale. The three model kitchens with cus- 
tom light fixtures comprise one of the most attractive 
areas of the store, with appropriate breakfast bar, chairs 
and accessories. All-wood cabinets are offered in three 
price ranges—Kitchen Compact and two price cate- 
gories in I-XL. Tappan and Preway built-ins are fea- 


tured. 


Les Moller, kitchen salesman, points out that many 


new homes built since 1946 are in need of new kitchens 
and that his sales will increase this year from last 
year’s performance. 

“DSC.” Fish Building Supply has put into action 
the management principle of “DSC” (Dealer Sales Con- 
trol). Specialized salesmen handle both materials and 
labor. The homeowner gets one-stop service. 


Another outstanding example of Dealer Sales Con- 
trol in the home improvement market is the adver- 
tisement of Edward Hines Lumber Co., on facing page. 
“LET HINES HANDLE THE ENTIRE JOB,” is the 
heading. 

In this special issue devoted to home improvement, 
you'll see many other dealer examples of controlling 
the home improvement market through packaged serv- 
ices and smart merchandising. The trend grows each 
year. Packaged remodeling is most efficiently and suc- 
cessfully sold by one-stop building materials retailers 
because they have the display facilities, the diversified 
products, the capital resources and the management 


skills to do the job right. 
—THE EDITORS 


Percent of Dealers Who Control Home Improvement Packages 


—Based on the “Profile of Broad Line Building Materials Dealers” study sponsored jointly this year by Building Ma- 
terials Merchandiser and The Saturday Evening Post. Copyrighted, 1961. 


Sales Volume 





Under 
$100,000 


All 
Dealers 


$100,000- 
299,999 


$1,000,000- 
& Over 


$750,000- 
999,999 


$500,000- 
749,999 


$300,000- 
499,999 





Home Improvements 





Combination doors 52 47 


& windows 


Roofing 48 


51 


Siding 47 45 


Kitchen remodeling a4 32 


a4 41 


Insulation 


Add-a-room 44 35 


Flooring 40 32 


37 27 


Porch enclosures 


Bathroom remodeling 32 25 


Attic remodeling 31 20 


30 21 


Basement remodeling 


56 
56 
51 
45 
48 
46 
aa 
36 
34 
31 
29 


58 48 55 45 


56 47 41 a4 


52 42 43 41 


49 42 49 47 


48 38 40 39 


a9 39 49 41 


4a 38 34 37 


45 38 41 39 


36 30 28 31 


36 30 34 33 


34 30 33 31 
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ART HOOD, consult- 
ant to Building Mate- 
rials Merchandiser, has 
conducted 101 manage- 
ment workshops for 
dealers and is director 
of the Building Indus- 
tries Marketing Insti- 
tute at Purdue Univer- 
sity. 


ART HOOD, DEAN OF BUILDING MATERIALS 
MERCHANDISERS, TELLS YOU HOW TO 


Cash 1n on the 
Home Improvement 


Market 


On the following pages, Art digests much of the management 
and creative selling wisdom of his life-long leadership in building 
materials merchandising. Here is a comprehensive checklist for 
the dealer who wishes to gain the maximum profit in structural 
improvement package selling . . . a working guide to take advan- 
tage of the market potential which is available in every community. 
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ig IS NOW GENERALLY RECOGNIZED that the structural improvement 
market potential is now, and always will be, double that of the new home poten- 


tial, in every community. 


(The new home market is, on the average, one new home for each 40 families per 
year. A family should invest 5% of the new home each year in various kinds of im- 
provements. 5 x 40 — 200.) 

The following is a step-by-step procedure by which a dealer may build toward the 
full realization of this enormous potential. 

It will take many months, even a few years, in some cases, to effect all of the neces- 
sary steps, but the greater the number you are able to check as “accomplished” the 
more profit you will make from period to period. 


MARKET ANALYSIS—APPRAIS- 
ING YOUR OPPORTUNITY 

1. Establish the radius of the 
trading area in which you wish to do 
business; double the radius; square the 
figure and you will have the number 
of square miles in your territory. (For 
example, the average workshop dealer 
figures his marketing area radius as 
30 miles. 2 x 30 = 60; 60 x 60 = 
3600 square miles of trading area). 

2. Secure the population of your 
entire trading area and divide it by 
four to get the number of family buy- 
ing units. 

3. Divide the number of family 
buying units by 40. This will give you 
the annual new home market in terms 
of number of homes. Multiply this by 
$14,000 to get the dollar figure, then 
double the new home dollar figure to 
get the home improvement potential. 

4. In order to check your home 
improvement potential, take the num- 
ber of family units in your trading 
area, multiply it by $14,000 and arrive 
at 5% of the dollar figure as your 
home improvement potential. (If the 
average figure of $14,000 for a hous- 
ing unit is too high or too low for 
your trading area, adjust accordingly.) 

5. Arrive at the percentage of 
the total home improvement potential 
you are willing to have your competi- 
tors get and what percentage you 
would like to get for your company. 
Apply your percentage to the total an- 
nual potential for home improvements 
in your trading area and you will have 
your own gross potential. It probably 
will be a few years before you come 
anywhere near your gross annual po- 
tential in terms of actual sales. 


BASIC ORGANIZATION 

6. You should now determine 
what home improvement packages you 
will set out to sell in the next year. 
There are over 100 packages of labor 
and materials used in your community 
that you could sell, but you can start 
with these 30: 

General remodeling, kitchens, addi- 
tional rooms, attic improvements, 
basement improvements, roofing, sid- 
ing, insulation, exterior painting, pa- 
tios, floors, ceilings, porches, fences 
and gates, garages, breezeways and 
carports, plumbing, heating, concrete 
work, interior decoration, paneling, 


combination doors and windows, vaca- 
tion homes, air conditioning, acousti- 
cal treatment, dormers, storage walls 
and cabinets. 

7. After listing the packages that 
you propose to sell in the next year, 
put alongside of each package the 
number that you estimate your present 
organization can sell in a year; then 
estimate the gross price of the package 
and multiply the number of packages 
in dollars for each item, and the total 
will give you a quota for your pres- 
ent sales organization for the next 
year. 

8. Then determine whether you 
are going to add one or more salesmen 
and add $100,000 of estimated volume 
for each additional salesman that you 
propose to put on. 

9. You should now _ determine 
how much additional capital, if any, 
you will need for the next year’s oper- 
ation. Set up a cash. flow chart show- 
ing the projected outgo of money 
from month to month for the next 
year and superimpose on it an in-flow 
chart beginning ninety days from the 
start of the outflow curve. 

In anticipating capital requirements, 
remember that your wholesaler’s in- 
ventory is your inventory so you 
should not need much additional capi- 
tal for inventory. 

Accounts receivable should be neg- 
ligible because most of this will be in- 
stallment paper which you will turn 
into cash at your finance company. 
You may get in some additional cash 
in the first 90 days from the down pay- 
ments the consumers make on jobs that 
are not started. In budgeting your capi- 
tal requirements, it is a good idea to 
go slow on the number of additional 
salesmen you employ lest drawing ac- 
counts eat up too much capital. 

10. It is well at this time to set up 
a loss-proof method of customers’ 
cash control. You should set up a 
procedure whereby all cash on the job 
flows from the consumer and finance 
company to you and you pay all the 
bills, including labor. 

11. Take every available cash dis- 
count and keep inventories from get- 
ting out of hand. 

12. Check your actual cash flow 
against your projected’ flow chart 
every month to see that the inflow is 
up to your expectations. 
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13. Budget your net profit at 6 to 
10% of the overall package sales 
price, including both labor and mate- 
rials. This profit should be in addition 
to your normal profit on materials. If 
you achieve 6% at the start, it is 
probable that you will be getting 10% 
when you get rolling. 

14. Check out, without fail, pro- 
jected net profit and actual net profit 
before and after each package sale 
and delivery. 

15. Engineer a line of garages, 
farm buildings, vacation houses, stor- 
age buildings, shell homes, additions, 
etc., which you can sell on a materi- 
als package basis to a customer who 
wants to do his own work. These may 
be sold by the same salesmen by the 
same method as the labor and ma- 
terial packages, and provide an addi- 
tional opportunity for the salesmen 
and the company. For engineering the 
package and guaranteeing the material 
list, you should get 6 to 10% addi- 
tional net profit beyond your normal 
materials profit. 

16. Set up some jig tables in your 
operation for the yard fabrication of 
such packages as well as components, 
and when the mechanics are not busy 
constructing jobs that you have sold 
for them, pay them by the unit for 
fabricating these buildings. 

17. Arrange your parking and yard 
layout for the convenience of the do- 
it-yourself shopper so that he can get 
in and out with his materials quickly. 

18. Set up a home planning and 
improvement center in your store 
where consumers who want new 
home improvements can visit and 
shop conveniently. 

19. Study the packages that you 
have decided to merchandise for dis- 
play possibilities and set up a home 
planning and improvement center with 
displays, literature, plan books, sam- 
ples, colored slides, projectors, screens, 
etc. 

20. Organize a sketching, drafting 
and blueprint drawing service to back 
up your package selling department. 

21. Because the home improvement 
potential is twice as large as the new 
home potential, at least one half of 
the management's time should be al- 
located to the development of this 
type of business. 

(continued on page 60) 
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ART HOOD SAYS: Cash in 


on Home Improvements 
(begins on page 58) 





22. List every item that could be 
sold with each end-use package you 
are marketing. Be sure that no item is 
overlooked by the salesman in his sug- 
gestions to the consumers. One dealer 
made a list of over 200 different items 
that could be sold with a garage sale. 
(Your paint and hardware potential 
alone amounts to $30 per capita.) 

23. Whether you carry the item on 
inventory or not, make sure that you 
figure a net profit for yourself on 
every item that goes into every end- 
use package sale. 

24. Ascertain what Sears Roebuck 
is doing in their end-use package sell- 
ing department and make a detailed 
list of everything you can learn from 
them that will prove profitable in your 
own operation. 


ADVERTISING AND PROMOTION 
25. There are 130 different ways 
to secure leads for your sales people, 
so you should never be without an 
adequate supply of leads on hand. 

26. After setting your dollar quota 
for package sales for the next year, 
appropriate 5% of that amount for 
advertising, start investing it on a 
quarterly basis and cut back to 3% 
when enough leads are available. 

27. Decide what packages are most 
suitable for advertising seasonally and 
month by month, then invest your ad- 
vertising money accordingly. 

28. Feature more prominently in 
advertising the long profit items, pack- 
ages and products. 

29. Feature a Dr. Fixit, Handy 
Andy or House Doctor type of promo- 
tion and organize satisfactory con- 
sumer service to back it up. Try to 
expand inquiries in this area into big- 
ticket package sales. 

30. Hold “how to do it” clinics at 
least twice a month on the various 
types of end-use packages you choose 
to sell which the consumer may erect 
or install himself. “Do-it-yourself” 
may be as much as 25% of your to- 
tal potential. 

31. Send out big-ticket package ad- 
vertising with your monthly state- 
ments. 

32. Everytime you register a pros- 
pect’s name in a fair booth, model 
home, store contest or anywhere else, 
always get them to check the form to 
indicate a choice of packages on 
which they would like literature. Then 
ask and record “what are the next 
three things you are going to do to 
improve your property?” 

33. Put out job signs on all big- 
ticket jobs in process, with copy sug- 
gesting action and giving your tele- 
phone number. 

34. Follow up every recorded prop- 
erty transfer with a qualifying sales 
call. Strangely enough, new subdivi- 
sions have proved an excellent source 
of home improvement business. 
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35. Do a good job of putting up 
signs, both exterior and interior. Fea- 
ture your seasonal packages with 
streamers and counter signs. The name 
of every brand you merchandise 
should be prominently displayed. If 
there is any possibility consumers may 
have trouble finding your location, put 
out some directional signs at cross- 
roads. 

36. Write advertising copy directed 
to and appealing to the housewife. 

37. Use the yellow pages of the 
phone book to sell your end-use pack- 
ages. Your name should be under the 
index of all major packages you mer- 
chandise. Also under the building 
trades. For example, under carpenters, 
you might say, “We supply reliable 
carpenters.” Then do the same with 
the indexing of other types of me- 
chanics. 

38. When you establish a success 
pattern for a certain type of package 
advertising or promotion, keep repeat- 
ing it until the returns diminish. 

39. Take steps to give a knockout 
blow to fly-by-nighters and the suede 
shoe boys. If you advertise and sell 
creatively, you can out-sell these peo- 
ple. 

40. Set up an infallible plan for 
getting referral leads from satisfied 
customers. Some dealers report get- 
ting as much as one-third of all their 
leads from this source. This will lower 
your advertising costs. 

41. Check your lead supply weekly 
and take appropriate action among the 
130 ways to get leads and prospects. 

42. Feature brand merchandise in 
your home improvement package ad- 
vertising. Use all available advertising 
mats from the Building Materials Mer- 
chandiser AdService and from your 
suppliers. (See special manufacturer 
sales aids section, this issue.) 

43. At least once a month include 
a list of every end-use package you 
sell in one advertisement. 

44. Invariably follow fire, flood 
and storm damage news for leads. 

45. Have your advertising carry the 
slogan, “You'll always find bargains 
here” and divert the cash and carry 
buyer with the invitation, “Visit our 
cash and carry bargain section.” In- 
struct your purchasing department to 
be constantly on the lookout for bar- 
gains to implement this advertising. 

46. Qualify every store merchan- 
dise buyer by: (a) taking him to the 
home planning and improvement cen- 
ter in your store; (b) introducing him 
to the package-selling personnel; (c) 
offer a free property survey and (d) 
make a date for a call at the property. 

47. Use this slogan frequently in 
your ads: “We will pay your labor for 
you as well as supply the needed ma- 
terial, and both are included in our 
easy monthly payment plan.” 


ESTIMATING AND PRICING 

48. Concentrate on getting the 
package pricing structure right so that 
you can quickly estimate the labor of 
any home improvement job without 
bothering the contractor. Where the 


data is procurable, it’s better for a 
dealer to estimate the labor cost and 
tell the contractor what he will pay for 
labor than vice versa. A good profit 
should be figured for the contractors 
and sub-contractors. Where the deal- 
er is unable to figure labor costs and 
sub-contractors must be called in for 
estimating, always accompany the con- 
tractor when any call is made on the 
prospect or at his property. 

49. In computing costs on each job, 
add your fixed expense percentage to 
the total package price. Some dealers 
compute home improvement package 
pricing as follows: materials at retail 
plus all labor costs, plus 45%. This 
gives a gross on the selling price of 
30% to cover package selling, over- 
head, selling and advertising costs and 
net profit. 

50. Include in your price a per- 
centage reserve for bad debts. This 
can be small, as most installment pa- 
per is sold without recourse. 

51. Watch for unusual conditions 
—drainage, rocks, danger of pilfer- 
age, etc., that may increase the cost of 
your job and take these into considera- 
tion in your pricing. 

52. Also take into consideration the 
labor supply situation. If workers are 
scarce, estimate on the up side; if la- 
bor is plentiful, no hedge is necessary. 

53. On very complicated jobs, view 
the net profit chance pessimistically 
and add for unseen potential costs. 
Some dealers add 25% to labor costs 
automatically where demolition is in- 
volved in the work. If possible, try to 
sell such jobs on a cost-plus basis. 

54. Add to your estimate a reserve 
of 3% for contingent liability on con- 
tractor and sub-contractor perform- 
ance and credit this to a reserve ac- 
count. It will come in handy. 

55. Always include a profit for 
yourself in all sub-contracting esti- 
mates. On every completed big-ticket 
job, the labor cost should be pulled 
out and reported in an estimating data 
book under that type of job, with ap- 
propriate details, to be used when a 
similar job comes along. 

56. Secure the most complete and 
detailed estimating form so that you 
are reminded of every possible cost 
and no item will be overlooked. Add 
something to the price for cleaning up 
the job. 

57. Secure non-union as well as 
union prices for each type of work to 
be done on the packages you sell. 

58. Put in a system where you can 
quote a guaranteed price without tak- 
ing off the material lists. This would 
include some form of “unit estimat- 
ing.” 

59. Keep abreast of and incorpo- 
rate all price advances. Declines are 
not so important. 

60. Your company’s overall pric- 
ing structure should cover the follow-’ 
ing: 
end-use packages, end-use packages, 

materials only complete with 

both labor and 
material 
(continued on page 62) 
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Stock the brand that painters use... ol mor-tk 


America’s largest selling linseed oil. 
Used by more professional painters than 
any other brand. Golden Pol-mer-ik is 
the only linseed oil that’s Super-treated, 
100% pure linseed oil that’s polymerized 
to make paints brush on easier . . . stand 
up longer. Yet Pol-mer-ik costs no more 
than ordinary linseed oils. So, of course, 


it outsells all other brands. Be sure you 


stock Pol-mer-ik Linseed Oil...in the 

outstanding red and blue can. It pays to 

push the leader. x 
And write for Pol-mer-ik’s new book- “~ 

lets: “How To Refinish Antiques”, ““Re- farche r- . 

finishing Gun Stocks’, and ““10] Money . 

Saving iene”. They’re ideal envelope Daniels- ; 


enclosures or counter hand-outs. Free Miidland 


to Pol-mer-ik dealers. 


700 Investors Bidg. » Minneapolis 2, Minn 








ART HOOD SAYS: Cash in 


on Home Improvements 
(begins on page 58) 





store merchandise 
linear feet 

items 

labor 
components 
varied services 
bundles 

lots 

yards 

contracts 


commodities 

pieces 

units 

products 

material lists 

trade-in houses 

building sites 

bags 

feet 

yard fabricated 
buildings 

specialties 


ORGANIZED CONSUMER SALES 
FINANCING 

61. Plan to make 50% or more of 
your home improvement package sales 
on a monthly payment basis, taking 
consumer notes which you may sell 
to a bank or finance companies on a 
non-recourse basis. Until your volume 
of such paper exceeds 50% of the 
department sales, you’re not getting 
your share of the structural improve- 
ment market. 

62. If you have, or can borrow, 
the capital to carry this paper your- 
self, it should earn you 14% on your 
money. 

63. Take full advantage of all 
sources of financing available to you, 
both for your business and your cus- 
tomers. : 

64. Display monthly payment price 
on all merchandise packages or units 
selling for $50 or more. 

65. Use resourcefulness in handling 
hard-to-finance deals—open-end mort- 
gages, new mortgages, refinanced 
mortgages, insurance loans, co-endors- 
ers, etc. 

66. Provide incentives and contests 
for sales people to get them into the 
habit of creative monthly payment 
selling. : 

67. Equip these salesmen with a 
complete portfolio of all the neces- 
sary forms and blanks (see page 72) 
to do any kind of consumer financing. 
One copy of each of these forms 
should be filled out for the salesman 
as a facsimile of an actual typical 
deal. Guide the sales people toward 
accuracy in their paper work. 

68. Insist that everyone selling 
anything on credit have a definite 
understanding at the time of sale as 
to the time and manner of payment. 

69. Always ask the consumer how 
much he wants to pay down when 
selling credit, even though you are 
willing to take the deal with no down 
payment. 

70. Provide sales people with rate 
charts that show monthly payment for 
various balances and terms, and in 
practice sessions train salesmen in ac- 
curate handling of this problem. 

71. Strive in every instance to 
have payments on the contract flow 
from the consumer and finance com- 
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pany through you to the contractor 
and sub-contractor instead of through 
them to you. 

72. Be sure you offer every type 
of financing available in your trading 
area to every type of consumer. Fea- 
ture “nine ways” to pay in your ad- 
vertising frequently. Have prominent 
signs in the store featuring these, and 
train salesmen to the point where 
they memorize and use them all. 

73. The government is pouring bil- 
lions of dollars into the urban renewal 
market. Dealers in such markets will 
be blind to extra profits if they do 
not dig up the necessary facts and 
techniques to creatively exploit this 
opportunity. Check on new FHA reg- 
ulations. 

74. Set up a revolving credit ac- 
count and notify every homeowner 
in your trading area with a good 
credit rating that his credit is good 
with you and for how much. 

When a monthly payment sale 
is made, give the customer the pay- 
ment schedule and due dates. 

75. Never send a customer alone 
to a bank or finance company. The 
only way to control the sale is to ac- 
company him. It is much better to 
handle all financing details in your own 
office. 

76. Establish a check point in the 
yard and store so that no one can leave 
with merchandise without a bill. 

77. Make a special point of heartily 
thanking all home improvement cus- 
tomers when they have completed their 
payment. 

78. As soon as any banks or financ- 
ing agencies are willing to back you 
up in selling homes, farm buildings 
and structural improvement packages 
under the 1961 Housing Act, be sure 
to promote its liberalized procedure 
in your advertising and selling. 

79. Set up a construction loan fund 
and keep it at work controlling sales 
and earning extra interest and profit. 


SALES MANAGEMENT 
PROCEDURES 


80. Determine the number of ad- 
ditional salesmen you will need, then 
recruit, select, indoctrinate and train 
them before putting them to work fol- 
lowing leads. Part of the training pro- 
gram should be the demonstration on 
your part of actual sales, with special 
reference to time payment sales. 

81. Have a compensation plan with 
incentives for making surveys, for sell- 
ing the first installment note to a cus- 
tomer, for increased sales volume, for 
larger gross margins, and for selling 
labor as well as materials in the pack- 
age. 

82. See that every lead is: (a) qual- 
ified as to interest; (b) followed by a 
personal call; (c) a property survey 
made and recorded; (d) call-back ar- 
ranged; and (e) closed or deferred for 
future action. 

83. Teach salesmen how to survey 
all types of structures for interior and 
exterior improvements, needs and pos- 
sibilities. 


84. Allocate leads in accordance 
with individual salesman’s skill. 

85. Provide complete equipment for 
your salesmen including: business 
cards, all necessary forms and blanks 
for materials, package and credit 
selling; album of before-and-after pic- 
tures; numerous customer testimonials; 
adequate samples, literature, plan 
books and catalogs; color guides, ma- 
terials and package price list, estima- 
ting guides; financing rates and amor- 
tization tables; combination survey 
and prospect cards; measuring and 
sketch blanks; measuring tape and T- 
square; long lists of satisfied custo- 
mers for each type of package they 
expect to sell and, possibly, a Polaroid 
camera. 

86. Make alist of customer benefits 
in each big-ticket package you decide 
to sell and train salemen to memorize 
and use these benefits in their sales 
work. 

87. Uncover the buying motiva- 
tions that cause consumers to buy the 
various packages you are marketing 
and give your salesmen a list of these 
motivations, teaching them to use 
them. ; 

88. Secure from manufacturing 
suppliers a supply of tested and 
proved sales helps, and see that each 
salesman is equipped with them and 
trained in their use. 

89. Assign territories to salesmen 
to prevent excessive time being spent 
in the car getting from prospect to 
prospect. 

90. Keep salesmen who have dem- 
onstrated capacity for closing package 
sales at work full time in making pro- 
posals to prospects and closing busi- 
ness, relieving them of all distracting 
work. 

91. Thoroughly ground your sales- 
men in the “Ten Commandments of 
Package Selling.” 

92. Instruct salesmen on how to 
anticipate objections from prospects 
and how to prevent, overcome and 
dissolve them. 

93. Instruct salesmen on how to 
anticipate and avoid complaints from 
customers while the sale is being serv- 
iced. 

94. Have an carly morning con- 
ference daily with all outside sales- 
men and conduct a sales meeting at 
least twice each month. 

95. Evaluate each lead as it crosses 
your desk and assign it to one of 
your salesmen who is competent to 
give the lead expert followup. Unless 
absolutely necessary, never give a lead 
to an “independent” contractor. 

96. Teach your salesmen how to 
use the camera in selling. 

97. Establish a quota for exterior 
residential property surveys every 
week and stick to it. 

98. Help your salesmen plan their 
work and work their plan. 

99. Coach salesmen in getting ade- 
quate information on each call, thus 
preventing unnecessary call-backs. 

100. Consider the first 13 weeks of 
a salesman’s employment as a training 

(continued on page 66) 
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Imperial Cherry ‘Futura’ 


7/ue vial JMevuf BY ABITIBI 


If your customers paid twice the modest price, they still couldn’t buy better 
paneling than Abitibi wood grain finish IMPERIAL CHERRY PLATE- 
BOARD. This fine new paneling is now available in three luxurious hues — 
Traditional, Futura and Heritage. It is dura-surfaced for lifetime resistance 
to mars, scuffs and scratches. Easy to handle 4’ x 7’ and 4’ x 8’ panels 
go up fast. Modern grooving hides nails and makes perfect butting easy. 
The flat groove bottoms eliminate nail “puckering.” High angle sides 
insure a strong, narrow shadow line. Groove sides and bottom are smooth 
and lacquer-coated for lasting beauty. Imperial Cherry paneling is washable. 
Write us if your Distributor has not already told you the full story about 
this better paneling that’s priced to sell FAST—AT MORE PROFIT. 


, ® Better building products through 
manufactured exclusively by REE OT RET. 
research in wood chemistry 


Producers of America’s Finest Hardboard Paneling, Primed Exterior Hardboard 
Siding, Insulation Sheathing, Hardboard Underlayments and Ceiling Tile. 


ABITIBI CORPORATION e PENOBSCOT BUILDING e DETROIT 26, MICHIGAN 
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NOW...FROM CELOTEX 
to help you increase 





READY THIS FALL... 


a complete action program to help 
you sell more during the peak re- 
modeling season just ahead. Every- 
thing offered by Celotex promotes 
your store as headquarters for true 
ONE-STOP Home Improvement 
Service. 

Get started now on this planned ap- 
proach to the profitable, booming 
home remodeling market. Talk to 
your Celotex representative. He’s 
service minded, ready to help. 





a 5-point program 
profitable 


————————— 
* approved 
contractors 





—— “ONE-STOP” POSTER! This big 
34” x 22” poster really spells out what 
you mean when you say ONE-STOP serv- 
ice! A colorful “silent salesman” that 
will work ‘round the clock in your win- 
dows and showroom. 


ADVERTISING AIDS! Free ad mats, fea- 
turing your ONE-STOP Service. An at- 
tractive folder picturing Home Improve- 
ment “packages.” Product literature 
that helps turn prospects into buyers. 


BUILDING PRODUCTS 


If it’s “by CELOTEX,” 


you get QUALITY... plus! 


SALES-MAKING DISPLAYS! Effective aids for your 
windows and store interiors. Smart... show your 
products most attractively... stimulate prospect 


interest.. 


The Celotex Corporation 


. speed selection... create extra sales. 


NATIONAL ADVERTISING! 
Full-color ads... reaching mil- 
lions of prospects! All the sell- 
ing power of over 38 years of 
continuous National Advertis- 
ing works for you when you 
feature CELOTEX products! 


. NEW 
FASHION-LEADER 
CEILINGS! 


e New “diamond wnite” finish... 
whitest white yet ... on both HUSH- 
TONE® acoustical tile and“DESIGNER” 
ceilings. 90% light reflectivity. 
Smoother. Washable. 

e Your customers will like new Caprice 
and Granada ... exclusive patterns 
and colors. 

¢ New sell... all through the line! 


120 S. La Salle St., Chicago 3, Illinois 
Gentlemen: Please have your representative give me full particulars on 
your 5-POINT PROGRAM to increase my Home Improvement sales. 


Name 


Title 


Address 


a ee 
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ART HOOD SAYS: Cash in 
on Home Improvements 


(begins on page 58) 





period (some dealers add 2% to com- 
mission schedules for this breaking-in 
period only). 

101. Your compensation plan 
should be salary and commission. Each 
and every type of sale should carry its 
commission rate. All commissions 
should be credited to salary (draw) ac- 
count and surplus paid to the salesman 
periodically. 

If the salesman is permitted to 
overdraw, take a note for what he 
Owes you. 

102. Provide each salesman with a 
spread sheet showing what happens to 
each lead he is given, with the final 
column showing his earnings on each 
deal sold and when paid. Keep this in 
the office and have him post it daily. 
Then check it with him weekly. Watch 
particularly the number of calls per 
day and percentage of sales to calls. 

103. Work with salesmen in their 
use of time—particularly the less pro- 
ductive men. 

104. Have company attorney look 
over contractor forms and arrange- 
ment with salesmen and subcontractors 
to keep you out of trouble. 

105. Set quotas for salesmen on the 
big-ticket packages they are permitted 
and expected to sell. 


CONTRACTORS AND SUB-CON- 
TRACTORS ORGANIZATION 

106. Sell for, and manage, the busi- 
ness of contractors who are good 
workmen but poor business men. Many 
contractor bad debts, which had been 
charged off, have been collected by 
this method. 

107. It is generally better to sub- 
contract all types of construction labor 
on your package jobs for three rea- 
sons: (a) labor on its own will work 
harder and more consistently; (b) you 
won't have to worry about keeping 
mechanics on your payroll busy; (c) 
you will have more accurate estimat- 
ing and control of cost. However, 
some dealers have a few mechanics on 
the payroll whom they can keep busy 
the year round. 

108. While sub-contracting labor, 
try not to sub-contract materials. By 
organizing your own material and 
equipment supply on all sub-contracts, 
you may assure yourself of additional 
profit. 

109. Sub-contractors should be or- 
ganized ona reciprocity basis, exchang- 
ing leads, profits, information and co- 
operation on all fronts. 

110. Check on the reliability of all 
sub-contractors for both workmanship 
and financial responsibility. 

111. Always get lien waivers when 
paying sub-contractors and see they 
are not paid beyond current perform- 
ance. Some dealers hold a reserve in 
the contractor's name amounting to 
5% of the amount due them and settle 
with them once a year. This saves 
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argument and loss when construction 
errors have to be corrected. 

112. Accumulate customers’ testi- 
monials concerning the work of your 
sub-contractors and include plenty of 
these in your salesmen’s kits. 

113. Check all sub-contractor pro- 
posals against the promises your sales- 
men have made to your customers. 

114. Schedule day-by-day work on 
construction jobs and painstakingly co- 
ordinate sub-contractors’ work so that 
there will be no loss of time. 

115. Strive to develop crews which 
specialize in various types of packages 
you sell such as kitchens, garages, 
recreation rooms, etc. Lower costs and 
better and faster customer service will 
result. 

116. Try to schedule your package 
sales so that you will have work waiting 
Monday morning for your sub-con- 
tractors who finished their jobs on Sat- 
urday of the previous week. 


MAKING THE SALE 

When a home improvement pros- 
pect walks in, here is an organized 
routine which will make a maximum 
sale in the quickest possible time: 

117. Make customers feel at home. 
Emphasize courtesy, service, one-stop 
facilities and follow-through. 

118. Conduct a tour through the 
store and yard, emphasizing quality of 
materials and service. 

119. Introduce prospects to execu- 
tives and department heads available. 

120. Assign one competent salesman 
to handle the entire deal and service 
the customer. 

121. Have salesman seat them com- 
fortably in home planning and im- 
provement center. 

122. Qualify prospects as to specific 
interest and show related material in 
the service center. 

123. Utilize visuals, colored slides, 
literature, testimonials, before-and-aft- 
er pictures of previous jobs and ex- 
hibits to crystallize prospect’s interest. 

124. Discuss various payment plans 
and select best way prospect should 
buy. 

125. Secure prospect’s application 
for credit. 

126. Make a date to meet the pros- 
pect at his property. 

127. Open up a_ prospect-survey 
card in duplicate for each potential 
buyer. 

128. Record exterior survey and ex- 
ternal improvement needs before ring- 
ing doorbell. 

129. Talk about special interest up- 
permost in prospect’s mind, but point 
out the advisability of making a thor- 
ough survey while on the job. 

130. Qualify the prospect as to the 
first, second, and third things they 
will do of the various improvements 
needed. 

131. Make necessary measurements 
and sketches of the things to be done 
first. Specifications and delivery orders 
should be written in sequence of con- 
struction. Make plot survey if neces- 
sary. Treat the home you are working 


on as your own. 

132. Affirm your prospect’s good in- 
vestment ($2 of value for each dollar 
spent) and get preliminary expense 
money if possible. 

133. Assure the prospect that he 
has come to the right place to get 
extra quality and service and value 
for his money. 

134. Ask for permission to take a 
“before” picture. 

135. Sell the company’s Home Im- 
provement Club idea and leave serv- 
ice representative’s card for emer- 
gency service. 

136. Determine maximum monthly 
payment prospect can afford. Avoid 
over-selling, but build sales higher, 
wider and thicker by selling up to 
their full credit. 

137. Leave suitable literature and 
note date for next meeting with pros- 
pect at store or home. 

138. Estimate immediate work to be 
done, including sub-contract costs. 
Add all sales costs and over-riding 
profit. Alert all departments for rela- 
ted sales. 

139. Make sure credit structure is 
satisfactory. 

140. Assemble a folder of manu- 
facturers’ literature pertinent to the 
job. 

141. Prepare a dressed-up proposal, 
have blanks and forms filled out ready 
for signature. Provide end-use package 
prices (and materials only prices if 
needed). It is a good idea to put on the 
face of the contract what is not in- 
cluded. 

142. Make appointment to close 
sale at home or office (the store is the 
best place to close, but it may be nec- 
essary to close at home). 

143. Close sale, get down payment 
and have any necessary papers signed. 

144. Open chronological job file 
and enter name of contractor who will 
do the work. 

145. Obtain any necessary permits. 

146. Enter date of sale on prospect 
card and record date of inspection and 
service calls. Develop approximate job 
time schedule. 

147. Call back when job is com- 
pleted. Take “after” photograph. 

148. After completion, get signed 
completion certificate. 

149. Present before-and-after-pic- 
tures to prospect and make approxi- 
mate date for next home improvement 
sale. Get testimonial letter. Ask and 
record, “What are the next three things 
you are going to do to improve your 
property?” 

150. Put name on mailing list and 
send pertinent literature from time to 
time. 

151. Send thank-you 
salesman and company. 

152. Make each sale lead to four 
more: (1) to a neighbor whom you 
canvas for similar work; (2) to another 
prospect for similar work in another 
part of the trading area, who is brought 
to see the job and a satisfied customer: 
(3) to a friend or relative of the satis- 
fied customer; (4) another sale to the 

(continued on page 71) 
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This room is making decorating history! 





Johns-Manville’s Bamboo Room introduced a 
unique new room decorating concept that all 
America loves—ceilings and floors designed 
for each other! This Fall, Johns-Manville pre- 
sents another exciting room in this new series. 











READ HOW YOU CAN USE J-M’S NEW ROOM 
DESIGN CONCEPT TO SELL MORE CEILINGS AND FLOORS! 
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NOW! THE 
JOHNS-MANVILLE 
MEDALLION 
ROOM 


Your customers will love 

the way this room says “FUN”! 
You'll love the way J-M’s 
complete promotion helps 

you boost your sales! 





Here’s a professionally designed family room your cus- 
tomers can re-create in their own homes at remarkably 
low cost. It’s based on Johns-Manville’s unique “total room 
design” concept—hottest decorating and promotional idea 
of the year! 

The entire decor of this new Medallion Room is built 
around two new J-M products. First, there’s new J-M 
Medallion acoustical ceiling panels. And Medallion’s com- 
panion—new walnut-grained J-M Terraflex® vinyl-asbestos 
floor tile. Two all-new materials that were made for each 
other! 

Conceived exclusively for Johns-Manville by noted in- 
terior designer, Michael Greer, N.S.I.D., A.I.D., the Medal- 
lion Room is another of a continuing series of rooms based 
on this unique “total-design” concept. 

Take full advantage of this sales-stimulating idea—the 
idea your prospects are already talking about—by featur- 
ing J-M’s new ceiling and Terraflex floor tile in your show- 
room. To get full details, call your J-M man...NOW! 





This Medallion Room will be featured in J-M’s 
October advertisements in Life, Better Homes & 
Gardens and American Homes ... and at the 
National Design Center, New York City, in Octo- 
ber. The Bamboo Room will be featured in J-M’s 
November advertisements in Better Homes & 
Gardens, American Home and Sunset. 
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FREE PROMOTION KIT! 


Johns-Manville has prepared 
a special kit to help you reap the full 
sales potential from this new 
“total room design” concept! 





You can easily build this exciting new 
JOHNS-MANVILLE 
BAMBOO ROOM 
y in easily build this exciting new 
HNS-MANVILLE 
: EDALLION ROOM 
\y ~ 
t 
t 
* é 
1 
Ask for FREE how-to-do-it booklets 
Ask for FREE how-to-do-it booklets inside 
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J-M’s Fall “Re-do a Room” promotion 


gives you two shots at every prospect! 


Johns-Manville’s new Fall promotion for dealers 
is really two in one. A single kit contains every- 
thing you’ll need to stage a hard-hitting local pro- 
motion of the Medallion Room featured on the 
preceding pages. Plus a complete campaign on the 
widely acclaimed Bamboo Room. 

This gives you twice the opportunity to make 
ceiling and flooring sales ... twice the opportunity 
to increase your sales of lumber, paint and hard- 
ware... in short, twice the opportunity to increase 


USE THESE NEW 
JOHNS-MANVILLE 
DISPLAYS TO BOOST SALES 
OF CEILING PANELS 

AND FLOOR TILE! 


New J-M Terraflex Floor Tile Display 
shows actual samples of the entire J-M 
Terrafiex line. This wall-mounted 

unit measures 40°x45"! 

New J-M Ceiling Panel Display is fully 
illuminated and available for either 
ceiling suspension or wall mounting. 


your sales and your profits! 

Both promotions are loaded with proven sales 
aids—direct-mail folders with how-to-do-it infor- 
mation ... full-color window banners... news- 
paper advertising mats ... even special publicity 
articles and photographs that will get your name 
in the local newspapers! 

See this Fall promotion kit for yourself. Ask 
your J-M man for complete details. Or write Johns- 
Manville, Dept. BMM 911, Box 14, NewYork16,N.Y. 





JOHNS MANVILLE 


JOHNS-MANVILLE §f¥ 


CEILINGS AND FLOORS #3! 
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same customer. 


SERVICING THE SALE 

153. Check gross and net profit be- 
fore final acceptance of the jobs sales- 
men have sold. Go back to the custo- 
mer with the salesman if necessary to 
raise the price to include all of the 
promises that have been made. 

154. Set up a step-by-step timetable 
for the work on each job and for pay- 
ments to contractors and _ sub-con- 
tractors. 

155. Set up job control procedures. 

156. Allocate work fairly to coop- 
erating contractors and sub-contractors 
to retain maximum good will. 

157. In awarding jobs to contractors 
and subs give specially trained crews 
the preference. 

158. Personally check on consumer 
Satisfaction on the completion of each 
big ticket deal. Make good on any jus- 
tifiable complaints and fully capitalize 
on referral potential. 

159. Watch for hazards from tools, 
equipment, pilferage, weather, etc. 

160. Have someone on the payroll 
competent to judge whether work is 
being done properly and have him visit 
each big-ticket job periodically. 


CONTROLS AND SAFEGUARDS 

161. Make all contracts subject to 
acceptance by the company at its own 
office. 

162. Study the 200 costly blunders 
dealers report that they have made, 
for preventive action. 

163. Make a list of the things you 
will check weekly to avoid losses, 
trouble, and complaints. 

Check all tax, liability, workmen’s 
compensation and insurance angles on 
each package job. 

164. Be extra careful when the 
owner is doing part of the work on the 
complete job. 

165. Make customer understand at 
the start that you are performing on 
the face of the contract, not on any 
unwritten promises of the salesman. If 
necessary, rewrite the contract at the 
time you make this explanation. 

166. Keep a complaint record show- 
ing who, what, why, when, handling 
and settlement and use this record in 
planning to avoid future complaints. 

167. Once a month show percentage 
of completion of all unfinished jobs. 

168. Train salesmen on the danger 
of extravagent promises. 

169. Watch the attitude of all em- 
ployes and sub-contractors carefully 
and rebuild moral, drive and enthu- 
siasm whenever and wherever they’re 
slipping. 

170. All negotiations for extras on 
the job should be handled by the sales 
manager. Extras should be written on 
a form, signed by customer. 

171. Make certain that time and 
method of payment is understood by 


the customer at the time of sale and 
that he pays as agreed. Add 12% 
monthly service charge on all past- 
due accounts. 

172. Maintain a continuing lead 
control sheet, with one line for each 
lead, and providing you with the fol- 
lowing data: name and address of 
prospect, location of job, how lead was 
secured, to whom assigned, when sur- 
vey made, when estimate completed, 
when proposal prepared and presen- 
ted, any call-backs before the sale, date 
job closed and down payment secured, 
date transferred to job control sheet. 

173. Maintain a continuing job con- 
trol sheet for each big-ticket package 
job which includes labor, using one 
line for each sale with the following 
data on the line: date of sale, to whom 
sold, address, phone number, where 
delivered, initials of salesmen handling, 
date financing approved, by whom; one 
section for each subcontract, to whom 
assigned, type of work, when started, 
when completed, date completion 
certificate secured, date job costed out, 
net profit determined. 

174. Develop a storage file and keep 
in one place for each job all records, 
sketches, plans, contracts, estimating 
costs, construction time records and 
financial details. Important savings will 
result when another job of this type 
comes along. 

175. On your job progress records 
the following dates should be posted 
from time to time: receipt of lead, 
assignment of lead, property survey 
made, preliminary measurements and 
sketches made, proposal completed, 
first call made, sale closed, credit ar- 
ranged and approved, cost structure 
reviewed and job accepted, permit 
secured, work started, make ready for 
sub-contracts, sub-contract work by 
type completed, various incoming and 
outgoing payments including com- 
missions, final inspection, job com- 
pleted, certificate signed, paper sold to 
finance company and date of call-back 
to determine customer satisfaction, 
planned future work and secure refer- 
rals. (Organize paper work to coordi- 
nate with time schedule, using your 
choice of the forms and blanks in the 
appendix on page 72.) 


FURTHER WORK WITH MANU- 
FACTURING AND WHOLESAL- 
ING SUPPLIERS 

176. Seek out suppliers who recog- 
nize that the new package selling in- 
dustry is here to stay and will shape 
their market programs to capitalize on 
it with you. 

177. Secure from each manufactur- 
er a list of the end-use packages 
bought by the consumer that utilize 
his products, together with the moti- 
vations and benefits that caused custo- 
mers to buy his products. 

178. Insist that manufacturers and 
wholesalers who conduct training ses- 
sions for your home improvement 
salesmen confine themselves to con- 
sumer selling data, techniques and 
helps instead of contractor sales ma- 
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terial and engineering data. 

179. By efficiently following every 
lead, justify your request that manu- 
facturers and wholesalers turn home 
improvement leads over to you for fol- 
low-up instead of giving them to con- 
tractors and fully organized competi- 
tors of yours. 

180. Secure from your suppliers a 
completely indexed and thoroughly an- 
notated file of engineering data about 
their products to be used as a reference 
by you and your salesmen as occasion 
may demand. 

181. Ask your manufacturers for 
complete do-it-yourself data on such 
of their products as the consumer can 
erect or install himself. Use this data 
for the benefit of your salesmen who 
are called upon to sell a materials- 
only package. 


SOME FINAL THOUGHTS 

182. Read Building Materials Mer- 
chandiser every other week to keep 
abreast of new merchandising ideas, 
strategies, tactics and procedures. 

183. Attend the Building Industry 
Marketing Institute at Purdue Univer- 
sity for a refresher course in sales 
management. Send your estimator 
there for the estimating course and 
get much of your sales training done 
for you by sending your salesmen to 
B.I.M.I. for the comprehensive two- 
week sales course. 

184. Keep this check list handy, 
improve it constantly and use it fre- 
quently until excellent performance be- 
comes habitual. 


A.A.H. 





Offers Interim Financing 
To Modernization Contractors 

New YorRK—A _ new service to 
provide “interim financing” for home 
modernization contractors has been 
announced here by Charles Abrams, 
president, Richheimer Modernizing 
Systems. 

The service will be operated by 
Builders Credit Associates, 1650 
Hempstead Turnpike, East Meadow, 
N.Y. Abrams is president. Purpose 
of the service, Abrams said, is to re- 
lieve the financial strain that a con- 
tractor with modest capital can ex- 
perience as volume grows. Loans are 
granted for 90 days. 

Operating much like factoring, the 
plan will permit approved contractors 
to receive immediate cash for up to 
80% of the job cost in moderniza- 
tion projects. The service will be 
made available to all RMS affiliates 
and members of the National Home 
Improvement Council, but others may 
apply. 

Abrams said qualified modernizers 
may obtain cash at 142% per month 
plus a $25 fee by submitting: a copy 
of the job contract; a copy of credit 
approval or mortgage commitment 
for the job; and a cost breakdown 
on labor and materials. BCA service 
applies only to modernization jobs for 
which financing through normal chan- 
nels has been arranged. 
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Art Hood Says: Cash in on the Home Improvement Market 
(begins on page 58) 





Forms, Blanks and Paper Work 
For Home Improvement Merchandising 


Just the right kind and number of forms and blanks will speed up, multiply and increase the efficiency 
of the Home Improvement operation. Among the forms and blanks reported by more successful operators 


are the following: 


Salesmen’s Selling Forms 


Home Improvement Prospect and Survey Card 

Farm Improvement Prospect and Survey Card 

Commercial Improvement Prospect and Survey Card 

New Home Sale Evaluation and Proposal 

Home Improvement Sale Evaluation and Proposal 

Farm Building Evaluation and Proposal 

New Home Prospect Card 

Request for Evaluation 

Bonus Prospect Form 

Credit Application 

Application for Revolving Credit 

Customer Order Form 

Telephone Memo—Action Request 

Lead Handling Record 

Rate Charts 

Financing Tables and Amortization Charts 

Preliminary Service Agreement 

Assignment and Disbursement Forms 

Farmer Financing Form 

Sales Performance Record 

Call-Back Calendar 

Survey and Appraisal Form 

Call Report 

Forms for Selling Specialty Packages—garages, kitchens, barns, 
vacation homes, etc. 

Weekly Sales Report 

Property Improvement Agreement 

New Construction Contracts 

Specification Forms for New Construction and Structural Im- 
provements 

Notes and Chattel Mortgage Forms 

Completion Inspection and Acceptance Forms 

Customer Order Form 


Estimating. Forms 


New Home Estimates: (1) materials only; (2) materials and 
labor 

Home Improvement Estimates: (1) materials only; (2) materials 
and labor 

Farm Building Estimates: (1) materials only; (2) materials and 
labor 

Specialty Package Estimates: (1) materials only; (2) materials 
and labor 

Commercial Improvement Estimates: (1) materials only; (2) 
materials and labor 

Construction Cost Forms 

Estimating Work Sheets 


Sales Manager's Forms 


Sales Analysis by: (a) salesmen, (b) territories, (c) lines, (d) 
departments, (e) products, (f) customers, (g) margins, (h) 
end-uses. 

Request For Installation 

Bonus Prospect Form 

Action Request Memo 

Salesmen’s Commission Statement 

Lead Control Records 

Sales Performance Record 

Advertising Planning and Control 

Call-Back Calendar 

Application for Sales Position 

Inventory of Building Trades Personnel Card Record 

Contractors’ Inspection Sheet 

Job Inspection Form 

Complaint and Trouble Form 

Application for Position 

Work Orders 

Work Schedules 

Workers’ Time Card 

Payroll Authorization 

Lien Waivers 

Salesmen’s Comparative Records 

Advertising Control Sheet 

Yard and Mill Orders 


Consumer Credit Financing and 
Collection Forms 


Accounts Receivable Age Analysis and Breakdown 
Monthly Statements 
Time Payment Coupon Book 
Approved Credit Cards or Plates 
Lien Notices 
Sub-Contract Agreements and Specifications 
Daily Sales Summary 
Daily Time Records 
Credit for Returns 
Sales Slips, for Billings and Invoices 
Contractor and Mechanics Accounts Payable Analysis 
Check Requests, Orders and Pay 
Extra Work Orders 
Employment Agreement 
Trade-In House Agreements 
(continued on page 75) 
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He has a 


problem you have the solution 


PennueRnOon 


) 


- pennuernon 
WINDOW GLASS 


ea 


the world’s finest window glass 


Whether your customer is a homeowner 
who intercepted a pass the hard way, 
or a builder caught in short supply, or a 
home repair contractor, they’!l all mean 
repeat business if you stock PENNVER- 
NON Window Glass. 

Availability: PENNVERNON comes in 
a complete range of sizes and varieties, 
so customers will know they can always 
get what they need from your store. 
Quality: The brilliant surface and re- 
markabletransparency of PENNVERNON 
is the result of a unique PPG manufac- 
turing process that makes PENNVERNON 


more than just ordinary window glass. 
When you sell PENNVERNON, you sell 
true vision. Service: No inventory 
problem with PENNVERNON. Your dis- 
tributor or Pittsburgh branch is there 
to deliver the sizes and types you want 
when you need them. And he'll help you 
sell more PENNVERNON by supplying 
you with a full line of sales aids: signs, 
labels, decals, counter cards, give-away 
folders, ad mats. He’s there to help you 
sell more PENNVERNON. Pittsburgh 
Plate Glass Company, 632 Fort 
Duquesne Blvd., Pittsburgh 22, Pa. 


i) Pittsburgh Plate Glass Company 


Paints + Glass + Chemicals + Fiber Glass 
In Canada: Canadian Pittsburgh Industries Limited 
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Terms—Cash With Order Use this handy order blank. Print your message on the lines below. 
Minimum Charge $7.50 Be sure and print your name and addvess. See rates at left to check 
Rates: price of your ad. 
1 Time—30c per word for each insertion 
Minimum charge of $1.50 per line Mail to: CLASSIFIED AD MANAGER, BUILDING MATE- 


3 Times—25¢ per word for each consecu- RIALS MERCHANDISER, 59 E. Monroe St., Chicago 3, Ill. 
tive insertion. Minimum charge of 
$1.25 per line. 

Add $1.75 per insertion for blind ads 

bearing box number 





No agency commission or cash discount 
allowed. 





All ads for classified section must be in 
Publisher's office 14 days preceding date 
of publication. Advertisements are set in 
uniform 6 point style. No cuts or special 
borders allowed. Replies forwarded with- 
out additional charge. Count five words 


to a line and when less are specified or N: . 
used, regular line rate is charged. When Name es 











answering box numbers or mailing copy 


for ads address them to: 
Address 





BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 


Phone Fi 6-7788 City State 
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Forms, Blanks and Paper Work 


(begins on page 72) 





Contracting Forms 


Contract Order Analysis 

Coordination Job Distribution 

New Construction Progress Chart and Job File 
Structural Improvement Progress Blanks and Job Files 


Yard Plant End Delivery 
Operations Forms 


Truck Service Record 

Yard and Delivery Tickets 
Credit Memo—Returned Goods 
Back Order Form 

Drivers’ Locale Sheet 

Monthly Gas-Oil Report 

Truck Expense Record 

Bills of Lading 


Control Forms 
Accounting and Financial 


Inventory Record—quantities—on hand—on order—received 
—sold 

In, Out and Balance Record Card 

Record of Orders and Receipts 


Purchase Orders 
Contract Order Analysis 


Purchasing and Inventory 
Contract Forms 


Daily Cash Report 

Daily Report of Sales and Expenses—Gross and Net Profit 
(accumulative) 

Check and Disbursement Record 

Cumulative One-Book Summary 

Tax Record Book 

Monthly Statement of Profit and Loss 

Analysis of Gross Margins by Departments 

Annual Profit and Loss Statement 

Annual Financial Statement 

Employee Tax Records, Federal Withholding 

Pricing Forms and Blanks 

Piece Price Blanks 

Piece Price Charts (posted) 

Expenditure Classification 

Expense Classification 

Petty Cash Report 

Invoices 

Yard and Delivery Tickets 

Cash Sale Tickets 

Credit Memos 

Receipt for Cash 

Freight Claim Blanks 

Salesmen’s Commission Statement 

Journal 

Ledger 

Departmental Gross Profit Analysis 

Analysis of Accounts by Dollar Volume 

Analysis of Accounts by Gross Margin 

Income Tax Reporting Forms 

Compensation Record 

Pay Roll Summary 

Collection Letters 

Profit Planning Schedules and Budget Forms 

k 
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SELF-SERVICE * SELF-STORING 
ECONOMICAL e EXCLUSIVELY IVES 


Stack * Reach in 
Inspect + BUY! 


Unique method of merchandising 
and stocking —real space saver — 
the fast moving, ever expanding 
items in the Ives hardware line. 
DOOR STOPS e SASH LIFTS 
e SASH LOCKS e COAT and 
HAT HOOKS e HAND RAIL 
BRACKETS e MAGNETIC 
CATCHES e FLUSH SLIDING 
DOOR PULLS. The various items 
are packed in economical quanii- 
ties varying from 75 to 300 de- 
pendent upon size of article. Each 
item ‘Poly-wrapped” for ready 
sale. 


BUY ’EM from your 
IVES WHOLESALER 


THE H. B. IVES COMPANY 
NEW HAVEN, CONN. 





STACKING 


Space saver only 12” x 
6” counter or floor area 
needed for a sure-fire 
traffic stopper! 
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iN THE NYLON | 
CORD BUSINESS 


® The Easy Way 

® The Low Inventory Way 
@ The Low Cost Way 

® The Packaged Way 

@ The High Profit Way 





SAVER] 100% NYLON 
Be BRAIDED CORD 
RACK ; 


That's right...here is an 
easy, low cost way to get into 
the highly profitable Nylon 
Cord business. This rack is 
only 24 inches high and takes 
up less than 1 square foot of 
floor or counter space. Cord 
is one reel each of 1/8”, 
3/16”, 1/4” and 5/16”. Rack 
is FREE with order for 4 or 
more spools. 


Ask your jobber about it... 


K 2 
i e 
= CORDAGE 


John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 


“¥ 


of 
on 





Art Hood Reprints Which Will 
Help You in Home Improvement 
Management and Merchandising 


The following articles from Building Materials Merchandiser (formerly 
American Lumberman) have been reprinted for your convenience. 
You may order at 10¢ per reprint, minimum order $1, payment with 


order. 


“ABC’s of Personal Progress’”—AL, 
Feb. 11, 1952 


. “Let’s Put a Stop-Loss on Selling 
Failures’—AL, March 8, 1954 


‘Banish Red Ink This Winter,”—-AL, 
Sept. 6, 1954 


“New Look oft Lay neg: Directory 
Advertising” , June 27, 1955 


“Make the Yard a Selling Machine” 
—AL, Sept. 5, 1955 


“The Worst Mistake I Ever Made”— 
AL, May 29, 1957 


. “Home Improvement Sales Could be 
Doubled”—AL, June 24, 1957 


. “Pricing Ingenuity Will Step Up Prof- 
its”"—AL, Sept. 16, 1957 


. “Nine Ways to Handle Credit”—AL, 
Nov. 11, 1957 


“Education is the Key to Doubled 
Home Improvement Sales”—AL, 
Dec. 9, 1957 


“Is This a Perfect Prospect Card?”— 
AL, June 9, 1958 


“How Star Salesmen Get that Way” 
—AL, July 7, 1958 


“55 Markets for Building Materials 
Dealers”—AL, Aug. 4, 1958 


“Medicine or Surgery”—AL, Oct. 13, 
1958 


“Attitudes Shape Destiny’—BMM, 
Aug. 14, 1961 


“What a Small Increase in Price Can 
Do to your Net Profit”’—AL, Nov. 
9, 1959 


“The Most Costly Blunder I Ever 
Made”—AL, Dec. 21, 1959 


“Helping Sales Manpower Grow on 
the Job”"—AL, Jan. 4, Feb. 11, 1960 


“How to be Right More Often”—AL, 
Feb. 29, 1960 


“A Workshop Plan for Compensat- 
ing Salesmen”—AL, March 14, 1960 


“Why Are Lumber Dealer Profits 


, Unsatisfactory?”—AL, April 25, 1960 


“Why Good Men Quit and How to 
Prevent It”—AL, May 9, 23, 1960 


. “How to be a Better Boss”—AL, 


June 6, 1960 


“How to Make a Better Employe”— 
AL, June 20, 1960 


“Make a Fuss Over Them”—AL, 
Aug. 1, 1960 

“Tips for Salesmen to Paste in Theit 
Hats”—AL, Aug. 15, 1960 


“Don’t be Caught With Your Pros- 
pects Down!”—AL, Sept. 12, 1960 


“The Highest Cost in the Retail 
Lumber Business—The Cost of Not 
Training’—AL, Nov. 7, 1960 


“Beware of These Insidious Enemies 
of Progress”—AL, Nov. 23, 1960 


“The Worst Mistake I Ever Made” 


' __BMM, Jan. 2, 1961 


“How to Double Net Profits in ’61— 
BMM, Jan. 16, 1961 


“A New Industry Reaches Maturity” 
-BMM, May 22, 1961 


Circle No. 35 on Handy Cover Card 


Building Materials Merchandiser 
59 East Monroe St. 
Chicago 3, Ill. 


Please enter my order for the following Art Hood reprints, as described 
above (check reprints you wish, and indicate number of each ordered): 
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is enclosed, covering 


reprints at 10¢ each. 
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Behind 
Foster’s 
Macks 


are 35 years 
of reliability 


1925 Mack AB Model still handles its share of the workload. 


Foster Builders Supply ready-mix fleet comprises eight Mack mixers like this unit. 


Take a 1925 truck that still handles its 
share of the load. Pretty good gauge 
for measuring dependability, wouldn’t 
you say? 

Foster Builders Supply, of Port Huron, 
Mich., thought so. But they tried other 
makes to be sure. The results? A fleet of 
Mack tractors and ready-mix trucks 
that’s as dependable as the 1925 AB 
Model Mack has been. 

Put yourselfin Foster’s place. Wouldn't 
you be satisfied with a Mack truck —the 


lO BO ae a Oe ae 


truck that’s even more dependable today 
than it was 35 years ago. Reliability, 
economy and long life —they’re all yours 
in the initial price of a Mack truck. Mack 
Trucks, Inc., Plainfield, New Jersey. 
Mack Trucks of Canada, Ltd., Toronto, 
Ontario. 


MACK 


FIRST NAME FOR 


TRUCKS 


Circle No. 36 on Handy Cover Card 


Modern B Model Mack is geared to present-day demands and loads. 





LUMBERJACK 


Complete Home Improvement IDEA Center, featuring: 


* Entire kitchen and bathroom plans set up 
© Modern building metersels 
* Blectrical and plumbing fixtures ond eccomories 
© Everything fer home improvement and medernitetion 
DO-IT-YOURSELF 
* Complete selection of materials, expert planning. help. Shppers 
CHARGE SERVICE. Getivery 


SELF-SERVICE HARDWARE 
* Complete lines of brand-name tools, paints, hardware Nems. and 
sarden tools 


SELF-SERVICE PRE-CUT LUMBER 
© Moldings. plywood and stuéding 


© Supply plans, labor, ol! materials 


WE-DO-IT-FOR-YOU Si? Plan. | 


ma gt = » 0 DISCOUNT ON ALL HOME IMPROVEMENT 
piomhiies | esta LATIONS SIGNED DURING GRAND OPENING 


“a Opening 


PRICES ae 


MAY 19-20-21 HELPING CONTRACTOR decide on power router is Howard 


Special Purchase Rohman, right, vice president and general manager of new 


1-Ton Gibson Air Conditioner Lumberjack operation. 
ted quantity) $139.95 
GARDEN & LAWN SPECIALS 


* 14” LAWN MOWER— 


reg. 14.25 








* S04. )" plastic gerden hese, reg. 2.50 


(| HOME IMPROVEMENT SPECIALS 


* @° 30-gal. water beater SATS $45.00 
+ ge eam et ah, sad teh come ac age 
o oe nore) ' 
. ercowe “ 
; ©. OW eden ons |~oed) 0 
* Duar EUBEEL . 9 mahogany funfini 
the huge Paint Department . 2°83 (Ye"e4' 2 + 
he 4 (2°s18*s18"), gre ' 


© 60- os bcd oll 


| FREE wea all | 


}. © CARPENTER'S WAIL "APRON { PAINT SPECALS 
} oO. 
' 


p pro-cet Lanber Department e 
© BALLOONS FOR THE KIDS pAcines er —" - I S | f. S 
| FREE Dew PRIZES m HARDWARE PRICES BO e e rv C e 


© WASTE KING DISPOSAL 
© NU TONE INTERCOM SYSTEM ‘ aan © 5S Aluminum stepledder. 13.45 9.00 
© ABITIBI IMPERIAL CHERRY PANELING td A © 5S’ Wood stepiedder 435 

high) 


§  (12r12" room 
© CAREY DUCTLESS VENT HOOD 2 eee oy a 


i yr ; ; 
| Semmens ma | oe ten on New architect-designed store serving Cin- 
| +s tra +3 nmin ae cinnati area is planned for customer con- 


© 15-GAL. ASPHALT DRIVEWAY TOPPING © Pt" 84 od 


pp ler edges « 


® MOORESHADE (ahm.) CANOPY “12” white pine dhovthing ect oaoeedhtat. 1 o . . ; i 

By ap nr yphemn | Sues eee = venience with evening shopping hours, 
Rohe. Ri Cs. Monday through Friday. Company is 

Come see for home planning geared for high volume. 


our ultramodern two-story home improvement and idea center 
with 10,000 square feet of display and sales area . . . full-size kit- 
chens and bathrooms set up to see. . . all keyed toward low over- 





head, large volume and low prices! 


LUMBERJACK = Parent firm rounds out its Dealer Sales 


HOME SUPPLY INC. < Control program in land and residential 


10752 READING RD. Evendale PR 1.7740 building with 10,000 sq. ft. retail store 


with emphasis on home improvements. 
HALF-PAGE AD in Cincinnati paper promotes grand opening 


of Lumberjack Home Improvement Center. Besides gifts and 
door prizes, trading stamps were offered for purchases of $2 New store keyed toward low overhead, 


or more. A 10% discount was given for any home improve- ; se * 
ment job sold during the 3-day open house. large volume and low prices'’ also fea 
tures self-service hardware and precut 
lumber departments with ‘‘everything for 
home improvement and modernization." 
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LARGE PARKING LOT fronts new 2-story Lumberjack self- 


service building materials center in suburban Cincinnati. Model area. 


EVANSVILLE, IND. 
ODEL DISPLAY ROOMS and a 
self-service building materials sup- 
ermart are counted on to make money 
for the Lumberjack Home Supply, 
Inc., new modernization headquarters 
for the Cincinnati area. It is the first 
such operation opened in the area in 
four years. 

Evening store -hours and extensive 
advertising are calculated to draw 
handyman customers and remodeling 
prospects into the new 10,000-sq. ft. 
Lumberjack showroom. Store hours 
are 8:30 a.m. to 9 p.m. except for 
5:30 closing on Saturday. 

“Night hours are very important in 
this residential market,’ explained 
Howard Rohman, vice president and 
general manager of the lumber and 
building materials center. “That’s the 
time you can get husband and wife to 
sit down together and plan home im- 
provements.” 

Display area. First floor of the 2- 
story architect-designed department 
store of building materials is a 6,000- 
sq. ft. self-service showroom. As many 
materials as possible are packaged 
for easy handling on the specially- 
designed fixtures. Customers load 
pushcarts with purchases and roll them 
to the central checkout stand. 


CUSTOMER SELECTS can of 
paint from complete line for 
home touch-up job. Some 93% 
of all broad-line building ma- 
terials dealers who read this 
magazine now sell paint and 
sundries—up from 82% six 
years ago. 


Paints, hardware, tools and lawn 
and garden items are stocked there. 
Lengths up to 10’ from the $50,000 
lumber inventory are sold from racks 
in the air conditioned area. Longer 
lengths are kept in the two warehouses 
on the 2!-acre site. 

Various model rooms to show pros- 
pects just how their modernization 
jobs will look finished are maintained 


room displays are on second level of the 10,000-sq. ft. sales 


on the 4,000-sq. ft. second level of 
the fireproof store. Six outside and 
two inside men make up the sales 
staff, assisted by four office workers 
and four warehousemen. 

“We aim to attract the discriminat- 
ing buyer,” Rohman said. “We offer 
a complete one-piece modernization 
package—financing, materials and 

(continued on page 80) 
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CONTROL CENTER of Lumberjack store is the checkout counter. 
customer's pushcart 


Clerk Harold Stahl rings up items in 
basket. 





Packages + Self-Service 
(begins on page 78) 





subcontracted labor.” 

Lumberjack Home Supply is a sub- 
sidiary of Marvin Warner Co. A 
home builder and land developer, Mar- 
vin Warner formerly was head of 
Warner-Kanter Co. and Great West- 
ern Supply Co. Rohman was vice pres- 
ident of Great Western. 

Warner and Rohman set a first- 
year sales goal of $500,000 for the 
Home Improvement Center. They ex- 


FABRICATED PATIO 
plained by Ted Shavlin, right, one of Lumber- 
jack’s six outside salesmen. 


advantages 


project. 


pect to achieve that with 30% of total 
volume in contractor sales and the rest 
in homeowner trade. 

Promotion. TV and direct mail are 
two advertising media used by 
Lumberjack, but heaviest emphasis is 
on local newspaper ads. About 5% 
of potential volume is allocated to ad- 
vertising promotion. 

“We start salesmen on a draw,” 
Rohman pointed out, “but when they 
build up enough business we switch 
them over to straight commission. We 
figure the large advertising expendi- 
ture helps them sell.” 

Warehouses, Lumber and _ building 


are ex- 





HANDYMAN CHOOSES Iumber items for home improvement 


materials, all handled by fork lift, are 
stored in two 15,000-sq. ft. gal- 
vanized-skin warehouses behind the 
store. There are 14’ high rolling plat- 
forms to ease handling at upper levels. 
A large parking lot fronts the store 
and runs around the buildings. 

Rohman says Lumberjack super- 
market is making a strong bid for area 
consumer trade. He thinks the home 
modernization potential of the area 
will show a substantial increase each 
year. 

Lumberjack features brand name 
products and fully guarantees all ma- 
terials and installations. 


KITCHEN DISPLAY is another sales tool to sell home improve- 
ments on second floor. 


September 11, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





LAWN AND GARDEN ITEMS 
are focal point of this section of 
Lumberjack's 6,000-sq. ft. first 
floor self-service display area. 


Shopping Center 
Store Report 


Your August 28, 1961, issue 
of Building Materials Merchan- 
diser contained the first com- 
prehensive editorial report on 
outstanding stores of lumber 
and building materials dealers 
located in shopping centers. Be 
sure to check it for the latest 
details on the most modern 
form of Home Center retailing. 


The Editors. © 


MATERIALS ARE LIFTED into bins in one of two Lumber- 


jack warehouses. 


MODEL BATHROOM at new Lumberjack supermart also dis- 
plays ceiling and floor tile in use. 
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THREE REASONS WHY 


MEN WHO KNOW WOOD* CHOOSE 











More and more of the nation’s leading 1. UNIFORM THICKNESS: In both hot and cold gluing processes, 
fabricators are switching to Formica Formica Flakeboard’s uniform thickness results in a tight, overall 
% bond between underlayment and laminate. No loose spots or unglued 
Flakeboard . . . only board on the mar corners. And ... Formica Flakeboard’s twin satin smooth surfaces are 


ket ‘that has ALL the properties free of knots, grain, bumps or craters, the kind of flaws that create 
fabricators want in an underlayment. unsightly telegraphing. 
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FOR UNDERLAYMENT 
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‘at 


2. FIRST IN SCREWHOLDING STRENGTH: 3. OUTSTANDING MACHINABILITY: Void-free 


Formica Flakeboard’s unequalled screwholding strength 
results in the tightest, most durable joints—joints that 
will stay firm and wobblefree for the life of the assembly. 
Ordinary boards can’t compare in screwholding strength 
with Formica Flakeboard which shows averages of 
350 psi in the face and 335 psi in the EDGE! 














Formica Flakeboard is easily machined and eliminates 
many costly finishing operations, minimizes waste and 
rejects. A fabricator’s delight, it may be tongue and 
grooved, dovetailed, shaped, cornered, routed, drilled, 
sawed with equally good results. Never tears, chips or 
delaminates in cutting. 


Formica Flakeboard is now available in. 48, 36, 30, 
25, 24, and 2311%-inch widths . . . 144, 120, 96, 84, 
72 and 60-inch lengths (with ample overage). There 
are 33 board sizes in % inch thickness alone... all 
at one standard square foot price! Other thicknesses 
—%,%, %, 1%, 1% inch. 


Write for yours today. See—touch—test Formica 
_Flakeboard yourself. See for yourself its many money- 
saving, quality features. Dept. F-6. 


FORMICA CORPORATION 


Cincinnati, Ohio 
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lumber 
paneling a 


promotes paneling profits 
for you 








WPA paneling variety inspires new uses 


This traditional material is the center of a new wa 





world of color and styling ideas. You can pro- 
vide Western Pine Region paneling in varia- 
tions to match anyone's decorating thoughts. 








WPA pre-sells your customers 


The Association's complete national advertis- 
ing and promotion program reaches both 
builders and consumers, stimulating your cus- 
tomers’ demand for lumber paneling. Pro- 
motional literature is distributed to provide 
detailed information to you and your customers. 





Western Pine mills offer the widest 


WPA paneling satisfies every demand selection of paneling ... 10 beauti- 


Western Pine mills produce the widest variety Pelvis te pi 


of lumber paneling patterns and species. Their standard size, many random widths 
grading rules provide a strict set of standards and any practical length. 

to insure uniform high quality. Western Pine 

Region paneling is carefully seasoned to in- Faeroe a een 
sure stability that satisfies your customers’ ptereadry nebo halen. Sn 


, oa é exposed, This feature gives 
most demanding specifications. you a two-in-one inventory, 


PROMOTE WESTERN PINE ASSOCIATION 


Dept. L-561 


NEW PROFITS figgoge 


Piease send 25 ‘‘About Lumber Paneling" color book- 
lets, containing sales-building suggestions and instruc- 
n t mers 


Next time 
you order, 
specify... 


Write for these 
FREE Book/ets 





| 




































































Soft grain and even texture of the 10 WPA 
woods make them adaptable to all color ideas. 
All manner of stain, varnish, lacquer and paint 
treatments are possible. The Western Pine 
Region species project a unique natural beauty 
in a variety of shadings when used with a clear 
finish, and all accept color readily, 























There is virtually no limit to the 
style and design possibilities 
with versatile WPA lumber pan- 
eling. The many species and 
patterns are adaptable to any 
decorative purpose. 


WESTERN PINE ASSOCIATION /2/e/ing 


10 of the world's finest species: \DAHO WHITE PINE 
PONDEROSA PINE « SUGAR PINE + WHITE FIR* INCENSE CEDAR * LARCH 
DOUGLAS FIR» RED CEDAR + LODGEPOLE PINE - ENGELMANN SPRUCE 
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The past three years have been banner sales years 
for Arthur J. Henry and his lumber company at Neffs, 
Pennsylvania. A total of 52 buildings have been sold by 
the A. J. Henry Lumber Co. with dollar volume reach- 
ing over $500,000.00. 

This is a typical example of the sales and profit possi- 









+7 


ALUMINUM-COVERED HORSE BARN, 90 x 


Willow Brook Farm, Catasauqua, Pennsylvania. 





¥. 


12, built for Law- 


i 





eres 


HALL, 50 x 120 x 


orate kitchen and other equipment included. town. Contract: $19,440. 









BUS GARAGE, 50 x 168 x 12, built for Bo 
144, An Arthur J. Henry Pruden building on Co., Allentown. Contract: $25,200. 





“PRUDEN SUCCESS ;; 


SAYS ARTHUR J. HENRY, president of the A.J. Her y | 


bilities open to any dealer with a Pruden franchise. Mr. 
Henry made excellent use of Pruden selling aids...he 
made repeated calls on prospects until he got the order 
... he represents the professional salesmanship required 
for today’s building volume and resultant profits. ‘“Suc- 
cess is what you make it” is the slogan Mr. Henry follows! 


52 building sales for a total of over 





Se ¥ 
ro Busses 


AUTO STORAGE, 70 x 120 x 12, built for Gutshall 
Chevrolet, Inc., Hellertown. Contract: $18,000. 








WHOLESALE PLUMBING WAREHOUSE, 60 x 108 PAVILION, 30 x 84 x 8, built for Wm. Horr 
rence Wotring, Schnecksville. $84,000. Elab- x 12, built for Eastern Pa. Supply Company, Allen- Lehigh. Contract: $6,670. 










5 what you..te 


: hs | ot 
-f 





‘y Lumber Co., Neffs, Penna Va 





Mas 


KRAUSE’s 





REGULAR PITCH } LOW PITCH \ P. F, TRUSS | 
30’ to 60’ 40’ to 80’ 16’ to 40’ 





AUTO SHOWROOM, 40 x 50 x 12LP, built for 
Krause’s Garage, Schnecksville. Contract: $8,000. In- 
cludes concrete floor, heating and $1,100 glass front. 


UMBRELLA CANTILEVER 
FRAME — 40’ OVERHANG 


I LAZY “FY — 32’ 


P.4 TRUSS 30’ to 60’ P.1.5 TRUSS 40’ to 60’ 


COMMERCIAL FARM INDUSTRIAL INSTITUTIONAL 


 PRUDEN 


MORE STRENGTH 
LESS STEEL 
LOWER COST 


Expert Engineering 


CLOTHING STORE, 40 x 80 x 12, built for Ray 
Rauch, Schnecksville. Contract: $23,000. Concrete 
floor, lots of extras and cabinet work. 






Makes the Difference 
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NEWSPAPER ADS like 
these pull best results 
for Rockford Lumber. 
One ad emphasizes 
complete customer 
package including 
materials, labor and 
financing; the other 
invites customers to 
visit showroom and 
see in-store patio dis- 


iplay. 


71-year-old firm launches home improvement campaign. . . 


$125,000 Package Sales During First Year 


Six contractor-customers are kept busy 
handling remodeling jobs that run from 
$80 to $7,000 in city of 128,000. 


Newspaper ads, radio spot announce- 
ments and big-ticket displays all help to 
spyr_package service of Illinois retailer's 
new home improvement department. 


Family room is most popular package. 


ROCKFORD, ILL. 

ACKAGE SELLING is the best way to extend mer- 

chandising influence and build sales, says president 
Edwin Keeler, Rockford Lumber & Fuel Co. “But keep 
an eye on the fast-growing consumer demand for serv- 
ices. That’s the key to home improvement profits,” he 
adds. 

When the 71-year-old firm, located in this northern II- 
linois city (pop. 128,500), made the shift to package selling 
last November, Keeler told sales manager Clifford A. Nel- 
son: 

“Everybody else is getting into our business. I don’t see 
any reason why we shouldn’t get into theirs.” 

Seven months later their newly-formed home improve- 
ment department was assured of sales well above $125,000 
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its first year of operation. “Our decision to control the 
sale (DSC) through big-ticket packages had been the right 
one,” Keeler pointed out. 
Carrying on a consistent promotion program via news- 
paper advertising and radio spot announcements, Nelson 
hopes to boost his sales force to six men during this year. 
He now uses three full-time salesmen. 
Sales management. Nelson instructs his three-man sales 
crew to meet intense competition by stressing service, con- 
venience and reliability. 
“This gives us a slight edge over the fast-talking ‘suede- 
shoe boys’ who pummel our trading area with instant esti- 
mates based on a unit cost system designed to give them 
a huge edge profit-wise,” he remarked. 
Occasionally his salesmen run into a customer who in- 
sists on an instant bid. “We can usually avoid this by 
telling him that any price we give him without planning and 
figuring would not be in his favor. Seldom is he too im- 
patient to wait for a ‘fair’ price,” Nelson emphasized. 
“Sometimes it’s even necessary to tell a customer that 
it’s not feasible to remodel as he wishes and we tell him 
why it is not,” continued Nelson. “We offer alternatives. 
Sometimes one is more ambitious than the original plan, 
but based on the customer’s actual need. Often an alterna- 
tive is just what he wanted and we win a big-ticket order. 
“You've got to have good salesmen and they must know 
the building materials business,’ Nelson declared. 
He ran newspaper ads to secure his home improvement 
sales trio. Here are their backgrounds: 
¢ James Bender—Worked as an assembler in a manufactur- 
ing plant, but had helped his father and 
grandfather, both carpenters, to build 
three houses. 

* Garwin La Rose—Worked for a competing yard. 

* Gordon Zelle—Was in kitchen sales at a competing yard. 

“Two traits that identify a good package specialist are 
an ability to put a customer at complete ease and an ob- 
vious eagerness to get ahead,” observes Nelson. 

The salesmen work on a straight salary basis plus oc- 
casional special incentives. They are provided with cars 
and small expense accounts. Sales meetings are held 
weekly. The sales trio is presently studying the Adams 
Differential Estimating System, which the firm plans to 
adopt. 

Subs labor. Six top remodeling contractors are making a 
good labor profit from work assigned them by the home 
improvement sales trio. The labor and labor profit are 
figured into each job. All materials are charged at the 
full retail price. 

Sales technique. Rockford Lumber & Fuel’s successful 
package sales plan works this way: after a salesman talks 
with his prospect, he draws up the plans. In complicated 
cases, he calls on the services of a draftsman who charges 
$5 per hour. 

Subcontractors’ costs are next figured and the company 
profit is added to the subtotal. Then, and only then, does 
a salesman talk price with his prospects. 

A copy of the contract, which includes every phase 
of construction, is given to the homeowner. 

Bookkeeping for the package selling program consists 


of a folder for each job. It contains complete job data, 
including work specs, materials, labor and subcontracts. 
Rockford Lumber & Fuel guarantees satisfaction to the 
customer. 

Call-backs. The salesmen make daily calls at job-sites 
to check subcontractors’ needs and answer homeowners’ 
questions. “It’s our best insurance against complaints and 
it speeds remodeling work,” said Nelson. 

“We win a lot of good will with a final call-back one 
month after a job is completed, presenting the homeowner 
with a $10 gift to complement the finished job,” added 
Nelson. “If the home improvement was a new bathroom, 
we buy the homeowner a matching towel set. 

“To illustrate how call-backs can work for you, take the 
couple who dropped into our showroom to buy some pan- 
eling for an upstairs room,” cited Nelson. “A do-it-your- 
selfer, the homeowner did the work himself under our 
close supervision. About a month after the job was com- 
pleted, the salesman stopped at the couple’s home to see 
if they were completely satisfied with the finished job. 
They were so impressed with the interest evinced by our 
salesman in their do-it-yourself project that they handed 
him an on-the-spot order for a big-ticket patio.” 

A 3” x 5” card showing the customer’s name, address, 
pertinent facts and a brief job summary is kept by each 
salesman. The card is highly beneficial to the salesman 
as a “refresher” when making call-backs. 

Promotion. Newspaper ads and radio spot announce- 
ments pull 50% of the department’s leads; about half have 
been worth following. Twenty-five percent of the leads 
are from regular customers; the other 25% spring from 
good word-of-mouth advertising among satisifed customers. 

Jobs have ranged from a low $80 to a high of $7,000. 

In-store sales tools include an idea center with a sales 
specialist on hand to answer any customer questions rang- 
ing from plans to financing; a model kitchen; ceiling tile 
center and a patio display. 

For the convenience of its customers, Rockford Lumber 
& Fuel remains open from 7:30 a.m. to 5 p.m. Mondays 
through Fridays and from 7:30 until 12:30 on Saturdays. 

Easy financing. Financing is handled through banks. 
Seventy-five percent of the jobs have been sold under FHA 
Title I, but a surprising number of them have been for 
cash. Savings and loan associations have financed some 
jobs. The firm also offers a small budget payment plan 
on amounts up to $250 with a 6% service charge, one 
year to pay. 

Big-tickets. Although Rockford Lumber & Fuel will 
handle every type of remodeling job, emphasis is on big- 
tickets, especially family rooms, which are the No. 1 
choice of its customers, with attic remodeling running a 
close second and dormers third. 

Future bright. ““As the new home market rebounds, our 
home improvement department puts us in a better position 
to capitalize on it,” predicted president Keeler. With a 
new estimating system that’s also adaptable to new home 
construction and an ever-widening experience in control- 
ling the sale, his firm will be able to snare a larger share 
of the building materials market within its 15-mile trad- 
ing radius. 


Turn page for picture story showing one day in the 
sales life of a Rockford Lumber package special- 


_ er 
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71-Year-Old Firm Launches Home Improvement Campaign 

















7:30 a@.m.: Salesman Bender (right) begins workday by 
talking over building materials for big-ticket family room 
addition with contractor-customer Robert Winquist. Subcon- 
tractors perform all labor on Rockford Lumber & Fuel’s re- 
modeling jobs at predetermined price. 


One Sales Day For 


11:00 a.m.: President Edwin Kee- 
ler introduces package sales special- 
ists Bender (left) and Garwin La Rose 
(standing) to Adams Differential Estimat- 
ing System, which adjusts itself to both 
remodeling and new home construction. 
Firm plans to adopt the system. 


8:00 a.m.: Customer stops in showroom to inspect ma- 
terials and is shown ceiling tile sample by sales manager 
Clifford A. Nelson and salesman Bender (right). ‘Brand 
names are helpful,’ Bender said. ‘But, it's usually simple 
to switch brands.”’ 


Package 





v & 


12:00 noon: Daily call at job site is made by salesman 
Bender to check contractor-customer Winquist's needs. This 
family room addition (14’ x 24’) will be paneled in plastic- 
finished Marlite, includes fireplace. Homeowner also ordered 
carport addition to garage. Selling price: $7,000. 
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9:00 a.m.: Fully-equipped model kitchen is a high spot 
in Rockford Lumber & Fuel’s showroom. Customer and sales- 
man Bender above are shown studying four styles of kitchen 
cabinets on display along with built-in range, oven and hood. 


pecialist James 


1:00 p.m.: Call-back on homeowner to recheck satisfac- 
tion with a finished job results in inquiry about additional 
remodeling work. Photos, ideas, samples contained in a 2’ 
x 3’ x 6” salesman’'s kit, which Bender designed, help him 
to clinch sale. In 95% of his leads, he finds most of the plan- 
ning and choice of materials can be made with just the wife. 





10:00 a.m.: Patio store display helps stimulate remodel- 
ing for Bender's firm. It features J-iM Corrulux fiberglass pan- 
els, picnic tables and redwood fence which customer above is 
admiring. 


Bender 





2:00 P.M. Housewife appreciates Bender's offer to re- 
place broken light in porch fixture. This rear entrance plus a 
big-ticket room addition cost the consumer $4,000. Seventy- 
five percent of his sales are completed in the evening; 25% 
of house calls are made Saturday afternoons; some on Sun- 
days. Bender spends remainder of workday following up leads. 
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MAN-ON-THE-GO, DEALER LES GOTTDENKER, SAYS:— 


Modernization Packages Can Be Three 


KITCHEN DISPLAY on second floor of Linden (N. J.) Lumber’s 
main store is also used for sales training sessions. Blackboard 
is used to outline new plans. 


BASEMENT DISPLAY at Linden Lumber features asphalt tile 
floor and pull-out shelving under staircase that permits stor- 
age. Dealer says, ‘‘Sell ideas."’ 


92 September 11, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





Merchandiser Lester Gottdenker of Linden Lumber Co. is cur- 
rently instructing dealers how to tap the home improvement mar- 
ket as part of the HAPI (Home and Property Improvement ) 
training courses sponsored by the federated associations of the 
National Retail Lumber Dealers Assn. His views on moderniza- 
tion business by lumber merchants are told below. 


LINDEN, N. J. 
D EALER LESTER GOTTDENKER is pictured on the 
facing page receiving reports of Linden Lumber oper- 
ations over his car radio telephone. He also has a portable 
tape recorder plugged into his car’s lighter outlet to take 
down ideas and reminders while he travels 45,000 miles 
a year inspecting each of the five Linden Lumber branches 
in New Jersey. 

Of all the ideas that he has created during recent years, 
says Gottdenker, the best was to build a packaged home 
improvement business as a part of his lumber company. 
Linden Lumber is said to be the largest remodeler in 
New Jersey, sales volume amounting to $1.5 million. 

“Modernization work in all its phases begins small, 
but grows large if you work at it,” Gottdenker said. 
“The building materials dealer who is a permanent fixture 
in his community can readily increase his volume by this 
means, I believe the dealer’s reputation is always given 
perference over price. 

“As an example, we recently were awarded a $45,000 
job converting an old school into an office building. Our 
reputation for home improvement practically brought this 
business in over the transom.” 

Problems. Gottdenker offers a warning to retail mer- 
chants who have little or no experience in home moderni- 
zation. 

“Home improvement business is not complicated,” he 


said, “but it is complex. The need today is for proper 
instruction in the field, based on the experience of a dealer 
who has learned the pitfalls. You learn mainly by getting 
a specific successful dealer’s point-of-view.” 

It took Gottdenker six years to build his home moderni- 
zation volume to the place it is today. For the first three 
years he was busy correcting his mistakes. 

“That’s why I recommend that the building materials 
dealer take advantage of any training he can get aimed 
specifically at the retail merchant,” Gottdenker pointed 
out. “That way he can avoid several years of trial-and- 
error. Costing is the basic problem, and the dealer can 
learn how to properly price a job after receiving instruc- 
tion from a trained person.” 

Referrals. Gottdenker thinks the lumber and building 
materials merchandiser “has a tremendous advantage” be- 
cause everyone who enters his store is a prospect. When 
people get to know your yard as the “good place to 
buy,” he maintains, you continually get new business. 

A breakdown of home improvement sales figures shows 
that Linden Lumber gets 50% of its business each week 
as a result of referrals from satisfied customers. Each 
week, 35% of the sales result from this referral ratio. 
Last year more than $1 million of the firm’s total volume 
was in remodeling. 

Subsidiary. Gottdenker has set up a separate subsidiary 

(continued on page 94) 


Times as Profitable as Lumber Selling 


(IF YOU KNOW HOW TO AVOID THE PITFALLS) 


BARS ARE POPULAR to upgrade home improvement package 
sales, Linden Lumber president says. Costs are pre-computed 
so that bars can be included in estimates on unit basis. 


ENCLOSED PORCH is attached to Linden Lumber's Manasquan 
Idea House. Gottdenker says that success of this house in sell- 
ing its 17 different display rooms has been ‘‘fabulous."’ 
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Three Times as Profitable 
(begins on page 92) 





INTERIOR OF BRANCH STORE for 
Linden Lumber includes self-service 
hardware and related displays 
plus information booth. Note hang- 
ing sign: ‘‘Ask For Your Brand— 
Gold Bond, Anchor, Formica, 
Weyerhaeuser, U. S. Plywood."’ 


of Linden Lumber Co., called Linden Lumber Construc- 
tion Co., Inc., to handle home modernization. He requires 
each of the four branches to pay rent, utilities and full 
price for materials. 

“Each outlet must be self-sustaining,” Gottdenker said. 
“This reduces overhead, makes full use of facilities and 
increases volume. The main yard has guaranteed sales 
for building materials, but not at cut-price. Our adver- 
tising program in direct mail, radio and newspapers is 
split in cost between each branch and the main office.” 

Everyone a salesman. Gottdenker thinks every employe 
is a salesman and must act like one. All Linden Lumber 
yard employes wear a button identifying them as “sales- 
man.” Various incentives are offered to bring in leads 
or close sales. In addition to fully paid life, accident and 
hospitalization insurance and a partially-paid retirement 
plan, salaried employes are paid for leads. 

All regular salesmen, working on straight commission, 
earn more than $12,000 yearly. Managers are paid five- 
figure salaries plus 10% of the profit their outlets earn 
yearly. Part-time salesmen are paid 8% straight commis- 
sion on all sales. Linden Lumber now has 102 employes 
and each is eager to attend sales training sessions in Lin- 
den twice-a-week on his own time. 

Modern methods. Linden Lumber has a 24-hour answer- 
ing service operating seven days a week. Every call is taken 
care of the next day, or the person to whom it is as- 
signed earns a “red pin.” Three red pins and you're out. 
Managers follow up on daily job checks and Gottdenker 
himself checks 15-20 jobs a month. 

When a sale is made, a company-wide teletype sys- 
tem informs the appropriate delivery point of full details. 
Trucks are loaded according to materials needed along 
their route. Executives have radio telephones in their cars 
and can respond quickly. Nothing is left to chance. 

Only once in the last two years has Gottdenker had to 
let a salesman go because of “overselling” a job. That 
man was working only part-time, but Gottdenker empha- 
sized “you can’t give false information or promises” and 
those in charge of home improvement business must quick- 
ly fire anyone who may hurt the dealer’s reputation. There 
have only been a few instances where salesmen have 
failed to follow up a lead or complaint. 

“Training is the crux of the matter,” Gottdenker said. 
“It must be continuous and thorough. You've got to keep 
them on the ball. When you find good men who want to 
stay with you—and with proper incentive they do—you’ve 
got to bring out their fullest potential.” 

Dealer fear. Many building materials dealers have ex- 
pressed fear that if they went into home improvement 
in a big way they would lose their contractor customers. 
Gottdenker has an answer for that. 

“Most contractors don’t know how to cost a job,” he 
said. “If just one job is priced improperly and trouble 
develops, the lumber dealer is left holding the bag. Most 
dealers already accept responsibility for work their subs 


do. Why not get paid for it? 

“I think the way to do it is to use proper dealer sales 
control,” Gottdenker commented. “It’s better for everyone 
concerned for the dealer to price and sell the job and 
use the contractor as a sub. They have no responsibility 
except to be good workmen; they are kept busy and get 
adequate compensation. Our contractors are more satis- 
fied now than they ever were. 

“However, anyone who wants to work for Linden Lum- 
ber Co. has to put a deposit in escrow. If anything goes 
wrong on that job, we use his money to rectify it. He has 
to keep the money there for six months. Few subs get 
sloppy on the job—and you can bet no one ever does a 
second time!” 

Shell homes. Linden Lumber began to sell shell housing 
several years ago. One house was erected as a display on 
the original tiny yard in Linden. Sales held up for only a 
year or so, then started to fade. 

So Gottdenker expanded his small showroom to the 
spot behind the original one, where the shell house stood, 
and raised the house to be a second story to the showroom. 
He called it the “Idea House.” It soon caught on and he 
has used the plan ever since. Linden advertises as a “Home 
Idea Center.” 

Gottdenker hit on the plan to show only finished room 
displays, each appearing as it would in the customer’s 
home. Now 86% of all home improvement sales are due 
to these completed room displays. Kitchens are a partic- 
ularly hot item right now. Further sales result from these 
full-room displays, Gottdenker pointed out. Builders use 
the rooms as showcases, then buy materials from him. 

Warning. “You must keep these room displays spotless,” 
Gottdenker warned. “Women, who actually make the de- 
cision, are repelled by dirty displays. When they see a com- 
plete, clean room display they become ‘inspired,’ ” Gott- 
denker asserted. “Then they will buy. Price is no object.” 

Branches. Linden Lumber opened its first branch at 
Manasquan, N. J. in April, 1956. Since then two other 
branches have been purchased in south Jersey and a shop- 
ping center showroom was opened last January in Eaton- 
town, N. J. At first there was big business both in home 
handyman trade and conversion of resort homes into year- 
round ones at the branches. 

Control. Gottdenker believes in accepting full respon- 
sibility for an entire remodeling job—materials, labor, 
service and financing. He maintains there is plenty of 
home improvement financing available. Most of his po- 
tential customers have no difficulty in obtaining money 
those who can’t pay cash. 

“Accepting the full package sale takes you out of com- 
petition with the cash-and-carry yards and the ‘high- 
binder’ salesmen,” he said. “There is no problem with 
c&c in the modernization business,” he stated. 

Gottdenker insists the building materials dealer who 
does a good job can make a 3-way profit on materials, 
labor and service and “still beat the suede-shoe” boys. 
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HOUSE 
PAINT 


Resists unsightly blistering and peeling! 


e Made with new miracle resins to provide 
extra years of protection for wood or masonry 
surfaces. Goes on smoothly and easily with 
brush or roller, even over damp surfaces. Dries 
bug- and dust-free in 30 minutes. “Breathing” 
action lets trapped moisture escape from in- P 
side the house without harm to paint film. st 
Wash-up requires only soapy water. TITANIC OUTSIDE WHITE 
Fo Y 


R WHite work ON! 


Made with fume-resistant pigments and Vitolized® Oil 


e Only house paint with this double pro- 
tection. Fume-resistant pigments resist dis- 
coloration from smoky atmosphere and fuel 
fumes which quickly stain ordinary paint. 
VITOLIZED OIL controls penetration, insures 
a firm bond for paint coat and keeps it live 
and elastic so it can expand and contract with 
severe weather changes. 


Pittsburgh Plate Glass Company, Paint 
Division, Dept. AL-?1, Pittsburgh 22, Pa. 


I am interested in more information about sensational 
new PPG LareEx and Pittsburgh SuN-Proor House Paints. 
NAME 


ADDRESS 


CITT SRUR CH BEAL CLASS 2S Rae 
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| Southwest 
i 2) 
ae 2 os dan of ij il iit Hell 
Lumber 


8,000 feet of lumber moves 
from freight car to 


delivery truck in 18 minutes! 


Here’s unbeatable yard inventory control! 
;, Mill-packaged lumber is delivered to your 
That's Bill Van Drunen's son at the controls of a 6000-lb. truck. Time check siding and can be on the way to your customer 
h h Holland, HI ler’ h : . . 

made at this Sout olland inois dealer's yard showed 8,000 feet of in a matter of minutes. There’s no time- 

Unitized lumber moved and tallied in just 18 minutes . 
consuming board-by-board hand labor. You 
team a man with a machine and move up to 
900 feet of lumber at a crack! 


And... Southwest Unitized Lumber arrives 
damage-free. Material is tallied by package — 
can be stocked without further sorting. 

In some cases, package is the right size for 
delivery to job without breaking steel strapping. 


Your present fork lift puts you in business! 
Southwest weight-keys unitized lumber 

to match lift capacities — packages weigh 
from 1600 lbs. to 13,200 Ibs. 


Ask your Southwest representative — 
or write P. O. Box 908, Phoenix 1, Arizona; 
135 South LaSalle Street, Chicago 3, Illinois. 


Southwest Forest Industries 
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STORM 
PANEL 








more This high-quality, heavy-gauge steel sash is 
popular with builders because it’s convenient 
to use—fits brick, block or concrete 


to sel] foundation construction without adjustment; 


and because homeowners like it—the window 








] t opens easily to two positions for controlled 
Sonal 
a O V V COS ventilation, removes easily for cleaning. 


And now screens and storm sash of equal 


® 
quality can be part of the package. 
Steel The screen is all-aluminum. The glass storm 


panel is framed in rigid vinyl-plastic with 


Basement reinforced corners. 


This superior-quality basement sash gives 


h you more to sell... at low cost—assures you 

Sas of more sales. For the full story, see your 
U.S.G. representative, or write Dept. BMM-12, 
300 W. Adams St., Chicago 6, Ill. 


U 
£ UNITED STATES GYPSUM 


STATES THE GREATEST NAME IN BUILDING 
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— manufacture and sell my own 


of ALUMINUM storm doors and 





RIGHT YoU ARE t The aluminum storm door 


and window business is too big to ignore—too big to fight. Consumer and builder 
acceptance continue to shoot up... generating an ever-expanding market poten- 
tial. That's why so many alert, aggressive building material distributors are going 
all out— going Kelco—to capture their share of this highly profitable business in 
their own trading areas. ‘‘Lost sales’’ become a thing of the past...for as a Kelco 
Fabricator you can meet and beat the challenge of competition on all fronts— 
pricing...service...quality...completeness of line. Get all the facts, now! You'll 
find the Kelco program of lineal fabrication one of the best moves you ever made! 


The Kelco Plan of Lineal and KD Fabrication enables you to become your 
own manufacturer of a complete line of storm doors and windows with minimum extru- 
sions and components. Jalousies from KD components, and aluminum thresholds are 
also included in the Kelco lineal program! 

As a Kelco Lineal Fabricator you manufacture where your market is. . . offering 
a complete line of first-quality aluminum storm doors and windows without expensive 
inventory or manufacturing costs! 

Keilco Supplies Everything You Need. Low-cost tooling, engineering help, 
financing, technical field assistance, sales and merchandising aids, full factory support— 
the whole package! Tooling is simple, inexpensive because of Kelco’s exclusive, simplified 
lineal techniques. No “‘special-skills” labor required, and Kelco helps you train in its 
own factory-school! 


NOW YOU CAN MANUFACTURE WHERE YOUR MARKET IS! 


Vertical Windows Horizontal Glide Windows Picture Windows Two and Three Storm Doors een 


Track Tilt Windows 
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full line 


windows 7?”’ 


Check the many other ways 
it pays you to become a 
Kelco-franchised Fabricator! 


Bigger profits! As your own fabricator, 
you pocket the manufacturer's profit! 
Better competitive position! You protect 
your profits against competitive price- 
cutters! Better customer service! You 
manufacture where your marketis... 
give customers anything they want, 
faster, from your own shop! No expensive 
inventory! Kelco warehouses all the ma- 
terials you need...no costly tie-up of 
capital in inventory! You control quality! 
As your own manufacturer, you control 
quality of products you make! 


Or you can become a dealer 
... buying from a Kelco-franchised 
Fabricator in your area. You benefit from 
big savings, longer profits, speedier deliv- 
eries. You sell a better product for less, 
at higher profit. Many other advantages. 


MANUFACTURE WHERE 
BIGGEST PROFIT OPP 


a 
 \ 
@eeeeeeeoeoeaeoeoeeoeeeo eee eeeeeeeeeeeeeeeeeeeesd 


KELCO DIVISION, Wells Aluminum Corporation, 
930 Henry Street, North Liberty, Indiana. 


c Rush full details on Kelco Lineal Fabrication Program. 
| am interested in [] Fabricating [] Dealership. 
NAME 


ADDRESS 


DIVISION OF WELLS ALUMINUM CORPORATION, NORTH LIBERTY, INDIANA 
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A lesson in display. .. . 


BIG SHEETS 


ell More Paneling, 
Dealers Say 


(THREE FIELD EXAMPLES) 



































FULL-SIZE PANELS of prefinished V-groove mahogany, displayed at an angle from the showroom wall, proved 
a good advertising leader for Thompson Lumber, Decatur, Ill. Ads offered free handyman instructions for attic 


conversion, with specially-priced panels. The promotion drew plenty of traffic to see the displays and resulted 
in sales of ceiling tile and other materials for attic modernization. 
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DISPLAYED WITH PRICE SIGN, panels are eye-catchers for housewife trade, according to vice president 
Carl H. Holekamp, Holekamp Lumber Co., Webster Groves, Mo. The panels are supported by stands made 
in the yard. ‘‘The full panel does a selling job by itself,"’ said Holekamp. 


SELF-SERVICE FIXTURES for 
paneling are featured in St. 
Charles, Ill. store and yard of 
Edward Hines Lumber Co. 
Branch has four fixtures similar RP . 
to the display at right. wolasn MIT 
an ~ Sita." 
ar 
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Are you stocking 


Ritzaip 


Hex Wrenches ?. 


Six Sizes with Max- 
imum Jaw Openings 
of 1%", 12", 1%", 
22", 342" and 

4%" across flats. 


Simple Display Quickly Proves Customer Need 
for easy home, equipment and toy repairs! 
Finest of All Adjustable Smooth-Jaw Wrenches 


MORE GRIPPING POWER... 
for all nuts. Puts a wrap- 
around grip on hexes that 
just won’t slip. Because 
you’re pulling with at least 
three flat sides at once, you’ll 
never round off shoulders. 
Works on square nuts, valve 
packing nuts, unions and 
gas cocks and flat shapes, 
too. Smooth jaws won’t even 
mar polished or plated sur- 
faces. 

RUGGED CONSTRUCTION... 
built good and solid. Thin 
but extra-strong jaws slip 
into tight places. The first 
time your customers pick up 
a RIMAID hex wrench they’ll 
know that here’s a wrench 
they’ll use for a long, long 
time. It’s every bit as rugged 
as the familiar RIAID Pipe 
Wrench. 


RIiEe&ID No. E-110 
Offset Hex Wrench 


Big Jaw, Short Handle for Sink and 
Tub Drain Nuts 


Maximum Jaw Opening— 
2%”" across flats. 


RIEZAID No. E-11 
End Hex Wrench 


Offset Jaw for Easy Work in Tight 
Places 


Maximum Jaw Opening— 
1%” across flats. 


Order your stock of these new RITZQID Hex Wrenches. 
New jaw design draws customer attention for easy sales. 


Call your Wholesaler today! 
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MAIN FLOOR 


UPSTAIRS 


Floor Tile Spotlight 


SOUTH HADLEY FALLS, Mass. 
USTOMERS visiting Street Supply can’t leave the store 
without being exposed to floor tile, as shown above. 

Manager Bill Williams finds tile sales provide good busi- 
ness on three counts: 

1. They allow a healthy markup. 

2. They tie in nicely with kitchen sales, where a new 

floor almost always goes with a remodeling job. 

3. They can be promoted in off-season periods. 

About 75% of the installation jobs are done by do-it- 
yourself customers; the remainder of the installation jobs 
are handled by Street’s contractor customers. Originally the 
contractors received 10¢ per square foot for installation, 
allowing Street no margin of profit for this service. The 
12¢ per square foot assessment now permits a modest prof- 
it for Street’s. 

Kitchens, followed by rec rooms and baths, are the most 
popular projects. Vinyl asbestos is the most popular type of 
tile. 
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Frame, and Hardware Package 
oS ee. 





(ae) 
=) 


Modern 
Dependable 

















CUT CONSTRUCTION COSTS 


with Truscon’s new economy twins 


The NEWPORT Door, Frame, and Hardware Package— 

made by the- Truscon Division of Republic Steel—is a 

complete, new, economy package designed in $teel to 

save building dollars. 

QUICKEST AND LOWEST INSTALLATION COST... 

@ One man can hang the door in seconds. 

® Door is prefinished with baked-on enamel. 

e Eliminates all mortising, fitting, sanding, and hardware 
preparation. 

e It’s a complete package: door, frame, and hardware. 

ELIMINATES COSTLY CALL-BACKS... 

e It’s maintenance-free, because it’s rugged, durable steel— 
can’t warp, sag, swell, shrink, twist, or rot. 

WHISPER-QUIET OPERATION... 


@ Special acoustical core soaks up sound, insures luxury- 
silent operation. 


REPUBLIC STEEL 


TRUSCON DIVISION 


The TARTAN Frame for 1%” Interior Doors is another 
Truscon product designed in $teel for dollar appeal. 


INSTALLATION IS FASTER, EASIER... 

© It’s a complete package: frame, strike, and bumpers. 

@ No mortising, finishing, sanding, or hardware preparation. 

@ Install it after drywall. 

@ It’s a self-aligning, self-adjusting frame—rough frame need 
not be completely flush and square. 

IT’S MAINTENANCE-FREE 

@ Not a call-back in a carload. 

@ It’s steel—can’t warp, swell, shrink, twist, or rot. 

@ No cracks to widen... no nailheads to putty or work up. 


Your stock of both the Newport Door, Frame, and 
Hardware Package and the TarTAN Frame is backed up 
by Truscon’s nationwide warehouses. Ask your Truscon 
representative or send coupon. 


r REPUBLIC STEEL CORPORATION 
TRUSCON DIVISION + DEPT. A-2814 
1058 ALBERT STREET » YOUNGSTOWN 1, OHIO 


Please send complete information on the following: 


0) Newport Door, Frame, and Hardware Package (Series 612) 


Youngstown 1, Ohio 
REPUBLIC HAS THE FEEL FOR MODERN STEEL Name 


FeiK.......... 
(t=) Address 


City 


O Tartan Frame (Series 610) 


Title 








Zone State 





September 11, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 


Circle No. 44 on Handy Cover Card 





Modernization: 


your big’ market 





Natura cherry—Royalcote panels come clean with a damp cloth. 





~~ 












ell 


t 
Masonite, Royalcote and Seadrift are registered trade-marks of Masonite Corporation®—menufacturer of quality panel products for building and industry 











f MASONITE enone me war! 

















for the 60's 


Home improvement is expanding enormously. Higher loans and 
easier credit are spurring the trend. This is your big market 
for new and profitable income in the 60’s. And here is 

the selling combination you need: 


The Masonite’s full line of hardboard panels 
is ideally suited to modernization, 


Products: inside or outaide...a panel for any 
project, any pocketbook. 


Brilliant new Royalcote cherry-grained panels are now ready for 
you in completely prefinished 4’ x 7’ or 8’ sizes, plus the 

easy-up, 16” planks with exclusive hidden clip system. Or 

specify the smart colors of walnut-grained panels...try Seadrift 

if your prospect wants a gay, novel wall treatment. Whatever 
the choice, consider first Masonite’s full line variety of hardboards. 


For room additions, garages—all exteriors, choose one of the 
many Masonite sidings. Varied textures, vertical or horizontal 
treatments—all of them amazingly durable and dent-resistant. 


The To make modernization a practical 

reality, take advantage of Masonite’s 
| POSTATIN1: unique Design- Service - Counsel plan— 

the only complete program of its kind 
that can make you the modernization 
headquarters in your area. If you haven’t 
heard about D.S.C., talk to your 
Masonite sales representative or write 
for your free copy of our D.S.C. booklet. 
Masonite Corporation, Dept. BMM-9 
Box 777, Chicago 90, III. 











better...made through the exclusive explosion process for 


a a Always stock the hardboard that features this trade-mark: 
it says this is genuine Masonite hardboard. It's wood-made- 
= i at Ay Bm 
J unequaled strength, smoothness and uniformity. 





Shows the way! 





Honeytone Cherry—deep, rich color tone 








Natura Cherry—how soft and warm. 





i ss AD ‘. 
Frosted Cherry—perfect for a modern de 


Primed Seadrift—the “personality paneli 
















BIG SPACE 


(BEFORE) > 


_..TO SMALL SPACE A 


Inventory Reduction Builds Profits 


Canadian dealer provides more efficient layout for floor cov- 
erings department and reduces inventory and manpower 


while increasing profits. 


SAULT STE. MARIE, ONT. 

SKIDDING PROFITS in the floor 
coverings department caused Soo Mill 
& Lumber Co. to take a long, hard 
look at the cost of doing business. 
Department manager Roy Rowland 
decided there was too much fat for 
efficient operation. 

As a result, Rowland slashed floor 
coverings inventory in half and re- 
duced his display area from 1,020 to 
990 sq. ft. This permitted a reduction 
in staff from 12 to seven persons. 
Two inside sales clerks and four in- 


106 


stallation men now assist manager 
Rowland. 

Cost. Cost of the department re- 
modeling job was slight because fix- 
tures and materials could be used 
again. The main expense was new 
and brighter lighting, eliminating dark 
alleys. 

“Because of this rearrangement,” 
Rowland explained, “we have opened 
our stock and created more customer 
interest. Most of our walk-in trade, 
seeing the remodeled department for 
the first time, think we have enlarged 


the area and added more display items. 
Really it’s just the other way 
around,” he added. 

Volume up. Advertising daily on the 
radio and twice a week in the local 
newspaper has helped push floor cov- 
erings volume. Services of three out- 
side salesmen are shared with other 
departments in the firm, and other 
men added as needed. Now Rowland’s 
installation crew handles an average 
of 20 jobs a week. No jobs are subbed. 

Floor tile inventory was cut from 
15 carloads to just two. Present in- 
ventory is mostly vinyl asbestos tile in 
15 basic colors. More than 100 rolls 
of wool and wool-and-nylon carpeting 
are stocked. 

“We are spending more these days 
on communications with our suppliers, 
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reordering,” Rowland pointed out. 
“But we're making more profit on 
each sale. Custom orders are filled 
within two days.” 

Leads. An open house, complete 
with prizes, drew large crowds to the 
floor coverings department after it 
was remodeled. Visitors filled out reg- 
istration blanks indicating possible in- 
terest in floor coverings. 

“We followed up these leads by 
letter and a visit by an outside sales- 
man,” Rowland said. “Many were 
sold. We also get leads from telephone 
inquiries and through our free esti- 
mating service.” 

Though they are few, every com- 
plaint is pursued as if it were a lead. 

“We are aiming to match or sur- 
pass our peak sales year of 1959,” 
Rowland said. “Profits are rising with 
our more efficient service. The secret 
was cutting back inventory and staff 
to get more business at less expense.” 





Wrought Iron Popular 
For Modernization 

St. Paut—The compact railing dis- 
play above was supplied to the Lam- 
pert Lumber Co. here by Locke Man- 
ufacturing Co., through its distributor, 
Raymer Hardware Co. It is one of 
many now being placed in lumber 
stores, says Paul Olerud, Raymer sales 
manager. 

There is no need for a dealer to 
carry a burdensome inventory of the 
railings and columns, says Olerud, 
who handles the Easyfit line. 

The display unit is only 4442” x 23” 
in size. Both pitched and straight plat- 
form railings, supplemented by scale 
models of flat and corner columns are 
featured. In addition, standard 3’ and 
5’ K.D. lengths require little inven- 
tory space. Dealer stock can be stored 
under a counter or on the showroom 
floor, Olerud said 

Dealers sell the railings and col- 
umns for home improvements and for 
commercial jobs. A recent survey by 
BMM indicates that 60% of all build- 
ing material merchandisers now sell 
ornamental iron products. 
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SALES MAKERS! 


PIC-PAKS 
draw customers 


PIC-PAKS 
make sales 


uinptey PIC-PAKS 


the profitable pre-packaged line! 


They’re colorful and compact, as well as convenient. They include every 
bright wire item for house, workshop, garage. Their “see-thru” covers let 
customers see at a glance exactly what they want. And PIC-PAKS are 
pre-packaged, pre-counted, for modern hardware merchandising! 


Hindley PIC-PAKS also cut inventory 
time and speed turnover. Deliver full 
profits, too! All of which means — 
Hindley PIC-PAKS are the bright wire 
line you should carry. Order your new 
assortments or rack refills from your 
wholesaler today. 








FILLS ALL BRIGHT WIRE NEEDS. 
Hindley PIC-PAK Assortment No. 36. 
Takes only 16” x 20” wall or counter 
space. Holds 216 units of the 36 most 
wanted items. Included are screw eyes, 
cup hooks, screw hooks, curtain rod 
hooks, shoulder hooks, clothesline hooks 
— and many others! 





indley 


Since 1897 





HINDLEY MANUFACTURING COMPANY 
Cumberland, Rhode Island 


WIRE HARDWARE + COTTER PINS * PLUMBING SPECIALTIES 
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When you go after 
GYMS and SHOPS 


in New Schools 


Talk the FLOOR They Know 


NORTHERN MAPLE 


Identify yourself with J. W. Wells and you find 
goodwill all the way up the line in schools — be- 
cause Wells’ advertising aims to help both those 
who use and those who buy get the floor they really 
want — for gyms and shops. 


ADVISING 
THE “TOP” IN 


For advance tips on new schools planned for con- 
struction in your territory, WRITE — 


Pe Pe, 8 
LUMBER COMPANY 


Menominee 9, Michigan 
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CONTRACTOR W. H. Burke, left, and J. H. Conway, partner, 
McPherson Lumber Co., appear pleased with success in work- 
ing out home improvement projects through manufacturer's 
‘‘Design-Service-Counsel’’ program. They are discussing hard- 
board to be used in a $8,500 remodeling project. 


MODERNIZATION RENDERING made for McPherson Lumber 
by Masonite Corp. is given to prospect as part of its D.S.C.* 
service. (Original rendering is in full color.) 


Home Remodeling Design 
Service Helps Dealers 


MCPHERSON, KAN. 

OME MODERNIZATION business is so good in this 

community of 10,000 that the McPherson Lumber Co., 

which got into modernization work two and a half years 

ago, has become selective in the jobs undertaken, according 
to James D. Conway, manager. 

“We had been building some houses on speculation and 
making perhaps $200 per unit,” Conway said, “but we find 
that by selling home improvements in packages we’re mak- 
ing more profit on smaller amounts of materials. 

“Package selling is the answer to a lumber dealer’s 
prayer. A customer comes in wanting help on a $3 or $4 
repair job, so we show him how little it costs per month 
to have a new, modern bathroom or kitchen. And he buys 
this just as readily as the little repair job.” 

The McPherson home improvement business, Conway 


*The letters D.S.C. were selected by the Masonite Corp. to tie in 
with the DSC (Dealer Sales Control) theme developed by Building 
Materials Merchandiser. 
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said, had been spurred by Masonite Corporation’s Design- 
Service-Counsel plan. This was added even though the con- 
cern had its own modernization designer. Within 30 days 
after becoming a D.S.C. dealer, the company sold three 
major remodeling jobs totaling more than $15,300 in 
sales. 

“We have found that Masonite’s D.S.C. program gives 
us a very fine, yet low-cost architectural service that we 
can’t match in our office, and it gives us something extra 
to offer our customers—a big name in building and a ‘big 
city’ designer. We feel that the outstanding feature in our 
yard is the D.S.C, home improvement design and planning 
center. I consider it the most valuable ‘attention getter’ we 
have ever installed.” 


Renderings, Conway told how his company uses the 
colored renderings from /Aasonite to get word-of-mouth 
advertising, leading to additional “live” prospects. Used as 
a sales-closer, the rendering is left with the family. Neigh- 
bors and others coming in see it and discuss the family’s 
plans for the project. 

“Soon we have not only that project definitely sold, but 
several good prospects among the neighbors and friends,” 
he commented. 

The company also has been using one advertising spot 
daily on radio station KNEX. 

On home improvements costing under $500, the com- 
pany sends out its own crew. Bigger jobs are sub-let to 
three contractors, working not only within the city but with- 
in a radius of 35 miles. Each contractor has two to three 
crews. 

Small jobs are financed by McPherson, while others go 
to the local bank as secured loans or loans under FHA Title 
I or ABC. 

Line yard. Another dealer, with many yards in the 
small town market, C. J. Harris Lumber Co., St. Louis, ex- 
pects to increase its remodeling business following “D.S.C 
Grand Openings” in its yards at O'Fallon, Booneville, 
Jonesburg and Washington, Mo., according to owner Mar- 
shall Harris. Similar openings heralding the service are 
planned in the company’s other 10 yards this fall. 

Nine hundred persons, of whom 80% were homeowners, 
attended the four openings. Between 30% and 35%, Harris 
said, wanted remodeling help. Fifteen good jobs undertaken 
since the D.S.C. program was introduced are in various 
stages of completion. 

“This is a new branch of our business,” Harris said. “We 
anticipate an increase of 15% to 20% in our volume as 
this program gets rolling. It is of such importance to us that 
we've assigned a vice president, Leonard Bollmer, to head 
up the remodeling work.” 

All the C. J. Harris Lumber Co. remodeling jobs are 
handled by local contractors. Local banks handle the fi- 
nancing. 

More men than women attended the grand openings, 
Harris reported. In addition to Fridays and Saturdays, the 
yards were open one evening for the occasion. Newspaper 
ads and radio spots brought in the crowds. 





REPRINT SERVICE — Building Materials Merchandiser 


” * ‘ 
Cine ee a0 


LEARN ALL ABOUT | 


Cash & Carry 


Lumber & Building Materials Yards 


@ Award-winning field reports from this 
magazine now available in a 1961 trend 
reprint—$1 a copy. 

@ Send remittance with order to: Reprint 
Editor, Building Materials Merchan- 
diser, 59 E. Monroe, Chicago 3, Illinois. 
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Bead Moly cect 
GRILLES 


look better, sell faster, last longer 
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‘because they're finished in 


STERLITE’ 


That's the real secret sales weapon 
of Sterling Factories Grilles—the one 
that gives them the outstanding edge 
over all other grilles. 

It's the difference between their ut- 
terly unique protective coating with 
its inbuilt longer life, greater age re- 
sistance, definite breath-taking beauty 
...and the light coverall finish that 
soon shows wear, deterioration and 
discoloration in ordinary grilles. 

It gives you the distinctive merchan- 
dise that home owners are ready and 
willing to pay more for, because they 
like it more, and want it more. And 
they like the great variety of designs, 
patierns and styles that make Sterling 
Factories Grilles so distinctive and 
exclusive. 

Why stock grilles that everybody 
has when it’s even easier to handle a 
grille that everybody wants? Write 
Dept. AL for complete Sterling Fac- 
tories Grille catalog and discounts. 


STERLING FACTORIES 
2620-40 Cherry St., Erie, Pa. 





MAIL COUPON TODAY 


1 Sterling Factories, 2620-40 Cherry St., Erie, Pa., Dept. Al. 


| L would like full details on Sterling Factories Aluminum Building Products 
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TOP-SELLING KITCHEN PACKAGE at Roseland Lumber is in right front corner of 
store. Kitchen specialist Vic Szabo explains advantages of range hood to interested 
housewife. Free standing range is also good seller in South Bend area. 


Window Display Sells 


South Bend dealer sells 43 complete kitchens in three 
months, 50%, with built-in appliances. People call in to con- 
gratulate manager on interesting store displays and make an 
appointment to look them over. 


ROSELAND, IND. 
sé ACKAGE DISPLAYS in our 
front window do our kitchen 
selling for us,” declared Norwell Roth, 
manager, Roseland Lumber Co. “We 
do run an occasional ad in the South 
Bend newspapers, but word-of-mouth 
advertising and window displays are 
what sell our kitchens.” 

Roseland Lumber maintains four 
different kitchen displays in various 
price ranges in the front window of 
its showroom in this South Bend sub- 
urb. One shows cabinets with free- 
standing appliances; the others built- 
in electric and gas appliances. The 
displays are well-lighted at night. 

“Today people want the complete 
kitchen package,” Roth pointed out, 
“and they want to see what the fin- 
ished job will look like. Why, people 
who’ve seen our display at night have 
phoned the next day to congratulate 
us on it! A lot of kitchen sales have 
resulted from that.” 

Modernization. Roth indicated that 
kitchens are the best home improve- 
ment package Roseland Lumber has. 
About 75% of kitchen sales are in 
the modernization market, 25% in 
new construction. And at least half 
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the packages include built-ins. Average 
job price is $1,200 with all labor 
subbed out. 

“Fall is the best time for kitchen 
selling in my opinion,” Roth main- 
tains. “Last year we sold 43 packages 
during the period of October through 
December, with 20 of them going 
between Nov. 15 and Christmas. 

“We began selling kitchens only 
about 16 months ago, and already 
they amount to 10% of our annual 
$450,000 volume,” he continued. “I 
expect that to rise again this fall. 
Women are always willing to accept 
a new kitchen as a Christmas present 
even if it comes a bit early.” 

Open house. Roseland Lumber first 
offered kitchens in April, 1960. Since 
then it has sold more than 80. A dis- 
play was set up when the first cabi- 
nets came in and the public was in- 
vited to view the kitchens at open 
house. The local gas company co- 
operated in advertising the event and 
sending a home economist to prepare 
roast beef, doughnuts and coffee. 

Roseland Lumber winnowed 35 
qualified leads from the 3,000 or so 
visitors who trooped through the store 
during the 2-day period. More than 





IT A NEW KITCHEN 
YOUR MIND?? 


~- SEE US for 
NEVAMAR carefree KITCHENS 


Nevamar quality resists abrasion. heat. moisture, stain. 


Bevamar cérsires kitchen 
eebinets can be adapted to 


@py kitchen. Cell us today 
ior complete infor mation. » 
* ROSELAND * 


125 DIZIEWAY NORTH LUMBER CC 
PWC OE CE 3-8353 











KITCHEN AD, appearing once or twice 
a month in local newspapers, helps 
Roseland Lumber sell kitchen packages. 
However, firm finds that store window 
displays and word-of-mouth advertising 
are best. 


Kitchens 


70% of the leads were closed at prices 
ranging from $600 for a small cabi- 
net job to a top-line package at 
$3,400. 

Roth pointed out that, although 
Roseland offers a do-it-yourself kitch- 
en kit for just $250, few people are 
interested. 

Financing. Roseland helps arrange 
financing through local lending agen- 
cies, with about half the kitchen jobs 
being backed by FHA Title I. Ap- 
proximately 25% of the customers ar- 
range their own financing, and the 
rest get credit through an electric ap- 
pliance manufacturer’s subsidiary 
when electric built-ins are included in 
the package. 

Kitchen specialist. Vic Szabo is head 
of the kitchen sales department. The 
firm’s two other salesmen also sell 
kitchens, but Vic devotes most of his 
time to the task. He is a self-taught 
kitchen layout draftsman. 

Each salesman is in complete control 
of a kitchen job once Roth approves 
it. He is responsible for completion of 
the work, arranging for financing, 
carpentry, electrical and plumbing 
subcontracting. Any price cutting 
comes out of his commission. 

“We pay a high commission,” Roth 
said, “averaging 17% of the package 
price. But we find it’s well worth it. 
The salesman takes headaches away 
from management and he works hard 
to protect his ‘investment.’ ” 
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NOWSELL 
LOW-COST 


LUXURY 


WFYTH 


GEORGIA-PACIFIC 


HACIENDA 
SIDING 


This remarkable material provides all 
the advantages of high grade Redwood 
siding .. . without high cost ....and 
with a distinctive luxury appearance that 
attracts customers. G-P Hacienda Siding 
boasts Redwood’s resistance to rot, in- 
sects and fire—weathers beautifully. 
It has high insulation value and the 
ability to take and hold paint or stain. 


Yet this wonder material saves up to 
$37 per M feet in cost over comparable 
grade Redwood siding. 


There’s more saving for your custo- 
mers in installation. Hacienda Siding 
comes in labor-saving extra-wide widths 
from 10” to 24”. Small, top-grade Red- 
wood pieces are electronically glued into 
panels to form any length needed. One 
side is smooth-surfaced, the other tex- 
tured... either may be used. G-P Red- 
wood Hacienda Siding is available in 
3/,” thickness in Clear, All Heart Verti- 
cal Grain or A and Btr. Mixed Grain. 
Matching batts are also available. 














GEORGIA-PACIFIC 


plywood « lumber « redwood « hardboard « pulp © paper 
chemicals 





Georgia-Pacific, Dept. BMM-961-R, Equitable Bidg., 
Portland, Oregon. Please send samples and de- 
tails on Redwood Hacienda Siding 
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Learn how to finish your Attic or Basement, 
FREE See the tricks of the trade at our 
—————— FREE SCHOOL for the "Home Handyman", 
Thursday Nites, 8:15 to 10:00-from SEPTEMBER 15, 1960 


VILLAGE LUMBER CO., INC. 


FI 7-8610 - 1 ELMONT ROAD, ELMONT, L,I, - FL 4-9293 
(In Parking Lot behind Argo Theater) 


TOOLS Awarded As PRIZES - FREE Instruction BOOKS 
Secsceseesrssssssessssesesseseessssssssssesssssssesess 
*+ee* September 15th e+e 


INFORMATION ON PLANS, PERMITS, CODES, FINANCE, 
TOOLS, HOW TO ESTIMATE LUMBER, JOB COSTS 


*eee* September 22nd eee 


-- NO SCHOOL -- 


***** September 29th ***** 


HOW TO SET UP FRAMING FOR WALLS, DOORWAYS, 
WINDOWS - HOW TO PLAN AND LAYOUT, 
CARPENTRY TRICKS 


***** October 7th ***** 


HOW TO PUT UP INSULATION 
HOW TO PUT UP CEILING TILE 


***** October 14th ***** 


HOW TO PUT UP PLASTERBOARD WALLS 
REPAIR PLASTER WALLS 


eee October 21st +++ * 
HOW TO PUT UP DECORATIVE WOODEN WALL PANELING 


“++? October 28th “*e?* 
HOW TO PUT UP ALL KINDS OF MOLDING 
HANG DOORS, USE BUILDERS HARDWARE 
NEWSPAPER ADS and flyers are used to build attendance for 
‘Free School for the Home Handyman." 


2 eee ~— 
FREE Leam How 


to finish your Attic or Basement. 
See the tricks of the trade at our 
FREE SCHOOL for the "Home Handyman.” 


Thursday Nites, 8:15 to 10:00—from SEPTEMBER 29th, 1960 


VILLAGE LUMBER CO., INC. 
Fi 7-8610 — 1 Elmont Road, Elmont, L.l. — FL 4-293 
(In Parking Lot behind Argo Theater) 

TOOLS Awarded As PRIZES 
FREE Instruction BOOKS 


SEPTEMBER 29th OCTOBER 13th 


How to Set Up Framing for | How te Put Up Plasterboard 
w. . Windows—How rs 
to Pica ded Ley Out. Corpentry Walls. Repair Plaster Walls. 


=. OCTOBER 20m 


OCTOBER ¢th 
How te Put Up insulation. How How to Put Up Decorative 
to Put Up Ceiling Tile. Wooden Wall Paneling 
OCTOBER ti 
How to Put Up All Kinds of 
Molding, Hang Use Build- 


ers Hardware 


College of Gome Remodelling 
Btilage umber Company 
Keposiug Special Trust aud Confidence in 
John P Walre 

By reason of his srholarshty and Diligence as « student of the 

College of Gome Remodelling; the members of the 

faculty do hereby confer on btm the degree of 

Some Remodeller Extraordinary 
Brucefosth be is eutitied tw all the beuritts and privileges thereat 


and may kibitz and give freely of advice to all who will listen. 
Awarded this 2 ~" day af ‘ 





DIPLOMA GAG serves as student memento and reminder of 
Village Lumber. More than 500 were mailed after the last 
school. 


Prospects Jam Do-It-Yourself School 


ELMONT, L. I., N. Y. 
O-IT-YOURSELFERS who at- 
tend Mort Exner’s free “School- 

for-the-Home-Handyman” find they 
are informed and entertained simul- 
taneously by Mort, the master of 
ceremonies and exuberant chief exec- 
utive of Village Lumber. 

Mort does not play down the per- 
ils of do-it-yourself while playing up 
the customer advantages. As he tells 
his attentive crowd of home handy- 
men who pack his warehouse sessions: 

“Do-it-yourself is supposed to be 
fun—if you have time to do it. But 
if you have a deadline or get tired at 
night (remember, a tired man is not 
at his best), we can handle it for 
you.” 

Mort has the soft-sell approach 
and places the audience at ease with: 

“There’s nothing to buy. We’re not 
going to sell you anything.” 
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And then he slips over a fast one: 

“Buy at the yard in which you have 
confidence. Don’t try to pit your 
brains against the lumber industry. 
Come to the yard and we'll answer 
your questions.” He explains grades 
and species of wood and the types of 
tools needed for the job. 

“Because we have the right lumber, 
we can show people how to use it,” 
he adds. “We used to give this kind of 
information across the counter, but 
we now have so many customers this 
is the only way we can do it.” 

Voice of experience. Few dealers 
have had more experience running 
do-it-yourself sessions than Mort, who 
started with weekly evening classes 
in Valley Stream High School under 
state sponsorship. He has run his own 
lumberyard sessions since 1952. 

The clinics are well promoted with 
flyers and newspaper ads. Door prize 


winners each night receive useful 
tools. 

All of Village Lumber’s clinics are 
geared to attic and basement remodel- 
ing. Mort feels these two projects tie 
together for a cohesive story and can 
be handled competently by the aver- 
age do-it-yourselfer. 

The first session last fall covered 
information on plans, permits, codes, 
finance, tools, job costs and how to 
estimate lumber; second session: how 
to set up framing for walls, doorways, 
windows; how to plan and layout, 
carpentry tricks; third session: how 
to install insulation and ceiling tile; 
fourth session: how to repair plaster 
walls and put up plasterboard walls; 
fifth session: how to put up decorative 
paneling; sixth: how to put up all 
kinds of molding, hang doors and use 
builders’ hardware. 

Suppliers help with some of the 


September 11, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





classes, but Mort and his crew do 
most of the talking and demonstrate 
with mockups. Besides _ pertinent 
manufacturers’ literature, Mort passes 
out a lot of practical hints for good 
construction: 

“First, make sure your basement is 
dry. Open a tin can and lay it on the 
floor. If it rusts, your basement isn’t 
as dry as it should be. Thoroughly 
seal and damp-proof the basement. 
In extreme cases you may have to 
go outside. 

“Plan your complete project before 
you start. Otherwise, you'll get lost 
before you get started. Plan your 
door openings, built-ins and closets 
by marking an outline on the base- 
ment floor. 

“The simpler you can make your 
job, the more professional the results 
are likely to be,” Mort advises. “Money 
doesn’t necessarily make the job. Con- 
versely, one of the finest jobs I’ve 
ever seen was a plain drywall base- 
ment that couldn't have cost over 
$200. Money can’t save you if you're 
not careful with your measurements.” 

Results. Mort admits it is very dif- 
ficult to evaluate his free school in 
terms of dollar sales. His sessions 
average 150-200 attendants. 

“I know one man who won a 
hammer and spent $1,200 remodeling 
his attic, and another built a garage 
for $1,200,” he said. “Suppose 100 
people say a nice word about you— 
how can you miss?” 





MOCKUP IS USED by Mort to demonst 
and suggested materials. 


MORT IS BESIEGED by students with questions in bull 
session following regular class. 
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SELECTED 


SALES LEADER for Azrock Floor 

Products is the Premiere series in Vina- 

Lux vinyl asbestos floor tile. Nine colors 

including two metallics in 1/16”, 3/32” 

or 4%” thickness and 9” square size are 

available in Travertine residential styling. 
Circle No. 202 on Handy Cover Card 


PREFINISHED HAR D- 
WOOD floor covering is 


BIGGEST 
Johns-Manville is 12” square item 


Bamboo Trellis 








i as 3} 








AN “EXCELLENT SELLER” for In- 

sulite Div., Minnesota & Ontario Paper 

Co. is new Marriage~Circle acoustical 

tileboard. The perforated decorative item 

combines sound-quieting qualities with 

an interlocking gray circle pattern effect. 
Circle No. 203 on Handy Cover Card 


SELLER for 


acoustical 


CELOTEX CORP. popular 
is Strata Hush-Tone 
fiberboard acoustical ceiling 


Best Sellers 


Ceiling, Wall and Floor Coverings for Your 
Home Improvement Sales 


For more facts, 
use handy back 
cover coupon. 


ROYALCOTE CHERRY WOOD- 

GRAINED wall. panels are selling well 

in 1961 for home improvement projects, 

says Masonite Corp. The 16” planks 

either 7’ or 8’ long may be installed 

over walls, furring strips, or stud walls. 
Circle No. 204 on Handy Cover Card 


POLYMERITE FLOOR 
TILE is running strongly 
ahead of other Ruberoid Co. 


Cromar Company’s top sell- 
er this year. The material, 
offered in an infinite variety 
of patterns, can be installed 
on any smooth hard surface, 
including concrete, for about 
$6.50 a sq. yd. 

Circle No. 205 on Handy Cover Card 


ceiling panel and its com- 
panion 9” square floor tile, 
Bamboo Leaves. J-M has co- 
ordinated bold colors and 
patterns in a total design 
concept of a room. 

Circle No. 206 on Handy Cover Card 


tile. Through micro-drilling, 
it has a flowing directional 
pattern of miniature perfor- 
ations in its 12” square 
area. 


Circle No. 207 on Handy Cover Card 


products as a home improve- 
ment item. Resistant to 
household reagents, it is 
easy to maintain and avail- 
able in many colors and pat- 
terns. 

Circle No. 208 on Handy Cover Card 


(continued on page 116) 
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Get this permanent Stocking-Selling Display 


This sales-multiplying stocking display is FREE 
with your order for 48 panels of 14" x 4’ x 8’ 
MIRAPLY Prefinished Plywood. You get up to 
$350 in profit and display value on a purchase 
of about $460—over 75% return on investment. 
In addition you automatically become a franchise 
dealer entitled to special prices and arrangements. 

Write to us or contact your MIRAPLY Dis- 
tributor for complete details. This offer is limited 
so write today. 


Manufacturing Co. 
8201 S. Wallace 
Chicago 20, Illinois 


MIRATILE 


Makers of MIRATILE Plastic Finished Paneling and 
Plastic Finished, tongued and grooved, MIRAPLANK. 
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Holds 48 panels of 
MIRAPLY Prefinished 
Plywood. 
Stocks and sells all 
accessories in one 
complete paneling 
department. 


It's movable. 
Use it in any high 
traffic area, 
inside or outside. 
Sturdy Aluminum 
Display takes up only 
v x 8 of floor area— 
less than 9 high. 


Imagine the traffic-stopping 
impact you'll get showing 
beautiful MIRAPLY Prefinished 
Plywood in full wall-size panels. 
MIRAPLY is America's Best 
Paneling Buy. Its classic wood beauty is free 
of defects, always uniform in color. 
And all patterns—Walnut, Cherry, Oak and 
Butternut—sell at the same low price, about 
half the cost of natural veneers with 
comparable beauty. 

Act today to become a stocking 

MIRAPLY dealer. 


MIRATILE MFG. €0. 8201 s. wattace 


Chicago 20, Illinois 


Attention: Sales Dept. 
Please send me more details on Stocking Display 


NAME 





FIRM __ 





ADDRESS 


| 


B.M.M 


oe i, 


Mee ce coe ee ee 
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Show him 


DUO-FAST 


and you’ve 
made a sale 


Les Wallack, Lageschulte Lumber, Inc., 
Barrington, IIl., says, “Show customers 
a DUO-FAST Staple Gun and you’ve 
got a wonderful sales opportunity. We 
do and it helps sell a lot of DUO-FAST 
staples each year .. . plus a lot of ceiling 
tile and other building products, too.” 


John Patricelli, Heath Lumber Co., 
Trenton, N. J., states, ‘““Put a DUO- 
FAST Gun in the customer’s hand, and 
you’re on your way to volume profits. 
With our DUO-FAST loaner policy, 
we’ve boosted staple sales and we now 
sell over 10,000 sq. ft. of ceiling tile 
per month.” 


Tie-in DUO-FAST Tacker sales 
with ceiling tile and insulation to 
double your profits! 


Write for the DUO-FAST Dealer Deal, including 
the story on the DUO-FAST Free Service Policy. 


FASTENER CORPORATION 
3710-02 River Rd., Franklin Pk., lil. 


DUO-FAST 


- Staplers - Tackers - Staples 


Circle No. 50 on Handy Cover Card 
116 


Best Sellers 


(begins on page 114) 





INTERLOCKING PLASTIC PANELS, 

backed with pressure-sensitive adhesive 

called Sculpture Con-Tact, is most pop- 

ular do-it-yourself item for Comark Plas- 

tics. Looking and feeling like brick, the 

18”x24%” panels retail at 99¢ each. 
Circle No. 209 on Handy Cover Card 


U.S. PLYWOOD’S best-selling design in 
wall paneling this year is prefinished V- 
plank Weldwood in the Samara line. The 
factory-finished random-width planked 
plywood is installed quickly and beveled 
edges provide matching V-grooves be- 
tween butted panels. 
Circle No. 211 on Handy Cover Card 


HARDBOARD WAINSCOT KIT from 
Forest Fiber Products Co. sets up as a 
display containing everything to wainscot 
16 running feet of wall with four 48”x 
38” pieces of new 4%” Sandalite decora- 
tive paneling and 16’ of special plastic 
molding and nails. 

Circle No. 213 on Handy Cover Card 





EASY-TO-HANDLE Marlite block, 
which can be applied over old cracked 
ceilings without much advance prepara- 
tion, is a best seller. Blocks are tongue- 
and-groove and are installed with metal 
clips and wallboard adhesive. 

Circle No. 210 on Handy Cover Card 





NEW VINYL WALL COVERING avail- 
able in 20 colors and three surface tex- 
tures is a new popular Armstrong Cork 
Co. product. Wall Corlon is suitable for 
covering old wallpaper or cracked plaster 
walls. It is ideal for home improvement 
fall selling, maker says. 
Circle No. 212 on Handy Cover Card 


MOST POPULAR hardwood wall panel- 
ing for Georgia-Pacific Corp. is a new 
natural pecan plywood with permanent 
baked-on finish. The material is back- 
sealed and core and back veneers are 
hardwood. Available in 4’x7’, 4’x8’, 4x 
9’ and 4’x10’ panels, random-plank. 
Circle No. 214 on Handy Cover Card 


For more facts, use 
handy back cover 
coupon. 
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Holds complete assortment 
Use as an ‘‘island”’ display 
Use as wall display 

60” high e 39’ wide 
Shipping weight 43 Ibs. 


26" deep 

















See what you get...at no extra charge! 


The additional supply of 
Do-It-Yourself Aluminum 
which will be shipped to 
you—AT NO EXTRA 
CHARGE—consists of: 

e 10 sets of 14" x 6 ft. sliding 


door track, complete with 
screws and fasteners 


e5— 14" x 8 ft. Corner Posts 
e5— 1%” x 8 ft. Corner Posts 
The new Reynolds Aluminum Corner Post is the 
perfect solution to any cornering problem. It 


eliminates butting of joints, exacting angle 
measurements and elaborate corner finishing! 
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NEW 


self-service rack 
helps sell related items 
and profitable Reynolds 
Do-It-Yourself Aluminum 


SPECIAL FREE GOODS OFFER 
WIPES OUT COST OF RACK 


REYNOLDS FREE GOODS OFFER is de- 
signed to introduce the new Reynolds Alumi- 
num Center display rack. You simply pur- 
chase the display rack and a basic assortment 
of Do-It-Yourself Aluminum . . . and Reynolds 
will GIVE YOU—AT NO EXTRA CHARGE 
—an additional supply of Do-It-Yourself 
Aluminum equal in retail value to the cost 
of the rack. In effect, the rack will cost you 
absolutely nothing. The free supply of fast- 
moving Do-It-Yourself Aluminum wipes out 
the cost of the display rack. 

More important, this self-service fixture 
just naturally lends itself to the sale of related 
items—particularly woods. From rough ply- 
wood to highly finished veneers, ‘‘companion’’ 
sales with Do-It-Yourself Aluminum will help 
improve your profit picture. The basic assort- 
ment of Do-It-Yourself Aluminum you pur- 
chase with the display rack gives you a well- 
stocked home-improvement aluminum center. 
For complete details about this FREE GOODS 
OFFER, write direct to: 


REYNOLDS METALS COMPANY 
RICHMOND 18, VIRGINIA 


Watch Reynolds exciting TV programs 

on NBC: The Dick Powell REYNOLDS 
ALUMINUM SHOW every other Tuesday; 

ALL STAR GOLF—in living color—every Saturday. 


Circle No. 51 on Handy Cover Card 
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ADDRESS 
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a CITY 





> Lum Burr Says 


use VILLA LUMBER HOME IMPROVEMENT SERVICE 





Description 


















































ESTIMATED 


0 CONTRACT 
COMPLETION 


© TIME & MATERIAL 


AMOUNT im the case of time and material, 
this amount is ROUGH ESTIMATE ONLY 








Tax 





© CASH 





Total Job Contract 





O CHARGE 





Deposit 





© TITLE | FHA 





Balance 








Sold & Deposit Rec'd. By 





O ABC 
© OTHER FINANCING 


It is understood that the company will not be responsible for damage 
caused by fire, theft. testing or any other causes beyond its control 


How to 


Handle the 
Difficult Home Improvement Customer 


WINTER HAVEN, FLA. 
O NCE THE HOME IMPROVE- 
MENT job is sold, the dealers’ 
problems frequently just begin. Modi- 
fications in the specifications and sub- 
stantial alterations in the original con- 
tract are frequently requested. These 
changes can lead to misunderstanding 
and dissatisfaction unless they are put 
in writing. 

C. O. (Pete) Spencer, Jr., youthful 
vice president, Villa Lumber Home 
Improvement Service, has given spe- 
cial attention to customer relations. 
Just as soon as the contract is signed, 
he sends out the following letter: 


We wish to thank you for your 
order for remodeling work. We are 
planning to deliver the necessary 
materials to you and our crew 
will probably appear on the job the 
following day. 

We would appreciate your cooper- 

ation in the following matters: 

1. Please clean out entire area of 
work. It should be free of fur- 
niture, clothes, stored articles, 
etc., so work can proceed with- 


AUTHORIZED BY 





MATERIAL 


out any interference or damage 
to your possessions. 

. Any problems arising during 
and in connection with work 
should be referred to us im- 
mediately by phone. 

. Any changes from the present 
plans which you may wish to 
make should similarly be re- 
ferred to us, as our workmen 
are not authorized to deviate 
from the present plan. 

. We will appreciate your indul- 
gence in not conversing with 
the workmen while they are on 
the job. Since labor is one of 
the biggest items in your job, 
any time spent talking or in any 
other way with their mind not 
on their work is costing money. 

. As soon as your work is com- 
pleted to your _ satisfaction, 
please sign the completion slip, 
which will be presented to you 
by one of our men. Please do 
not sign this slip until you are 
fully satisfied with the job. 
This will avoid unnecessary 
misunderstanding later on. 

If you have any questions to 


SAMPLE CONTRACT FORM used 
by Villa Lumber Home Improve- 
ment Service, Winter Haven, Fla. 


Customer receives duplicate copy. 


Form on the back, for company’s 
use only, details the materials list, 


dates, ticket numbers and dollar 
amounts. Labor listing has these 


breakdowns: who, hours, rate, 
amount; the listing for subs shows 
date, invoice number and amount. 
Form shows total amount of con- 
tract, slush fund for callbacks and 
profit on job. 


Amount 








ask us in connection with this 
job, please do not hesitate to call 
us. 


Pete covers call-backs by adding 
3% to the contract price. On difficult 
jobs, where unusual problems have 
arisen and where call-backs seem like- 
ly, a letter is written the customer after 
the job is completed, pointing out that 
some remodeling jobs may require ad- 
justments, but that a handyman hus- 
band can generally take care of these 
without the necessity of calling expen- 
sive workmen back on the job. 

As a reward for handling nuisance 
adjustments themselves, customers are 
offered up to 1% of the cost of the 
job—in cash. If the customer prefers, 
Villa Lumber will make the adjust- 
ment itself. 

Any change whatever in the origi- 
nal contract is written up on a separate 
slip and signed by the customer. The 
dollar amount of addition or deduc- 
tion, as the case may be, from the 
original contract is specified in each 
change order. 
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(PATENTED 
PUMP 
JACKS 


cut contractors 


scaffolding costs 65% 


@ Profitable Dealerships 
Now Available 


25 years of dealer sales and 
contractor use proves the profits 
volume sales of these 
patented ump jacks. Your 
ump Jack sales give you 
reater tie-in sales of siding, 
umber, paint and other profit- 
able materials. Help your con- 
tractors increase actual work- 
ing time and decrease down- 
time. Simple foot lever opera- 
tion raises platforms quickly 
and easily to each working 
level. Automatically locks for 
| complete safety. Works on or- 
dinary 2X4 fir poles. 


Write today for this free cat- 
alog and your low prices 


@EwARK 
7_ =@ADDER 


& BRACKET CO., INC. 


i =Box No. 18 Clark, New Jersey 
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For RESIDENTIAL installations 


Amazing, New PANEL! LIFT /s the 
Lowest-Priced, Electrically-Operated, 
All-Stee/ Garage Door on the market! 





tion and maintenance costs. 

You owe it to yourself and 
your customers to get all the 
startling facts on this amazing 
new concept in garage doors. 
Write today for details. 
Address Dept. M-911-A. 


e And no wonder! Panel-Lift 
Doors have no space-hog- 
ging, hard-to-install over- 
head tracks, springs or coun- 
terweights. Elimination of 
these costly items reduces 
initial cost—slashes installa- 


PANEL: LIFT DOOR CORPORATION 
1724 CHESTNUT STREET + PHILA. 3, PA, 


Wholly-owned subsidiary of Standard Toch Industries, Inc. 
Circle No. 53 on Handy Cover Card 


PENDING 





Make the Right Move 
Get the Job Done 


EASIER 
FASTER 


SAFER 
Use... 


rws, HAND TRUCK 


One man using a Twin-Tilt® truck (there is no re- 
handling) can actually move a 16-ton load in 14 hour. 
Normally it would take a man using an ordinary hand 
truck 4 times as long. 


SAVE SPACE—You can save foot after foot of stor- 
age space by using a Twin-Tilt® truck. A Twin-Tilt® 
truck will move in and out of aisles just inches wider 
than the width of a row of merchandise. With its pat- 
ented lever action, the load is stacked on a pallet once 
—Twin-Tilt® does the rest. 


REDUCE ACCIDENT S—Twin-Tilt® truck carries 
an automatic safety device, Swingard. All trucks on 
new sales sold with Swingard. Swingard is always out 
of the way when the truck is in use, but swings down 
into support position if the load is suddenly released. 
It reduces worker injury. 


SAVE MONEY —A Twin-Tilt® truck will more 
than pay for itself in a short time, especially where 
floor space is at a premium. 


Write, wire or phone for complete details 


yes TRUCK COMPANY 


P.O. Box 1, St. Bernard 
Cincinnati 17, Ohio 
Please send me literature and prices on Twin-Tilt. 


NAME 





FIRM NAME 





ADDRESS. CITY. STATE 
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CUSTOMER PREFERRED 


MACHINE — 
SCREWS 


' ES 
Like Rome, customer preference 


isn’bbmMt in a day. Southern 
F Customers because their 


fasteners are preferred DY-¥O 
quality has been\proven for 15 years. They are made in USA with 
USA materials; an |ithey, are available at service-minded 
distributors everywhete. Stock up on Southern now. 


; ; 


Wood Screws - Stove Bolts 


Machine Screws & Nuts - Tapping Screws alle " So 


Carriage Bolts + Wood Drive Screws * 
i SCREW COMPANY 


STATESVILLE © NORTH CAROLINA 


- SOLD THROUGH LEADING WHOLESALE DISTRIBUTORS 


Warehouses: New York - Chicago - Dallas - Los Angeles 
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Building Materials Merchandiser Roundup 


HOME IMPROVEMENT 
MERCHANDISING AIDS 


Film Shows How to Remodel an Attic 


Customers see a completed attic pictured above in finale 
now available to dealers. Pre- 
sented by Western Pine Association, the film documents in 
detail the construction steps for modernizing a typical attic. 
Movie is 16 mm., color and sound. Running time: 20 minutes. 
Two other WPA films available for showing by dealers are: 
and “Siding Sense.” 
films are distributed by Modern Talking Service, Inc. 
Circle No. 225 on Handy Cover Card 


of a film, “Operation Attic,” 


“The Bounty of the Forest” 


Counter Samples Offered 


The Pacific Lumber Co. now has 
available 12”-long samples of Palcote 
paint-primed siding or a Palco-Loc fin- 
ger-jointed custom length pictured above. 
The small samples, with descriptive la- 
bels attached, are especially designed for 
counter display. 

Pacific Lumber also has available 
newspaper ad mats along with suggest- 
ed copy covering: bevel siding, Palcote 
paint-primed siding, interior paneling 
and natural redwood exteriors. The Pa- 
cific Lumber Co. 

Circle No. 227 on Handy Cover Card 


For more facts, 
use handy back 
cover coupon. 





DEALER: 


FOR MORE 
REMODELING BUSINESS 
AND GREATER PROFIT 


a new hit of sales helpers 


from Andersen Windowalls 
oul 


acpi 





All three 


4 nutter 1 oF contig 


salsa Ly 





Blade Center for the Siinidiiincaun 


A complete replacement blade center 
is especially designed to attract the do- 
it-yourselfer. It is 14%” deep, 8” high 
and less than 15” wide. It is eye-punched 
for wall or perforated hardboard display 
and also has an easel back for stand-up 
counter use. It contains a wide assort- 
ment of blade sizes and teeth; loop, pin 
and plain end. 

The blades are packaged in reuseable 
plastic sleeves. All packages carry the 
same price for easy self-service. G. W. 
Griffin Co. 

Circle No. 228 on Handy Cover Card 
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Andersen Offers a Remodeling Kit 


A new remodeling kit now available from Andersen Corp. 
is especially designed for use by dealers. It contains all of 
the firm’s remodeling promotion material in one handy packet. 

Included in the kit are: a remodeling idea book, remodeling 
stuffer folders, before-and-after pictures, sample letters, pub- 
licity releases and a_ book illustrating remodeling newspaper 
advertising mats available. 
of charge. Andersen Corporation. 
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The kit is offered to dealers free 


Truscon Portfolio for Dealers 


A complete merchandising kit designed 
to help you sell Truscon metal building 
products includes full details about a 
sales-building “Order Makers Institute” 
program available to dealers. Lyle Tal- 
bot, pictured above, is explaining the 
advantages of Truscon windows in a 
scene from movie presented by firm dur- 
ing an “Institute” meeting. 

Other sales aids in kit include: co-op 
advertising plan, radio and TV spots, 
newspaper ads and decorators’ portfolios. 
Truscon Div., Republic Steel. 

Circle No. 229 on Handy Cover Card 
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at 
MEDAL 


for DEPENDABLE 
VALUE 


YOU CAN'T BEAT 


PICKERING 


Gold Medal Lumber . . . Gold Ply Plywood 





PICKERING GOLD MEDAL LUMBER 


It’s from choice, big-bodied, high altitude-grown 
timber—soft and mellow-textured. Always well- 


manufactured and scientifically dried. 


PICKERING GOLD PLY PLYWOOD 


Made from selected logs. Produced with 
finest, up-to-date equipment. Quality control 


program. DFPA grade stamped. 


SUGAR PINE, PONDEROSA 
WHITE FIR, INCENSE CEDAR 


Order your needs today in STRAIGHT CARS OR MIXED CARS 
with Gold Ply Plywood 











[ Larsor 


Display the line 
with features 
to make sales 
automatically 


® improved design 





® added versatility 

® heavy gauge steel, 
bright zinc finish 

. 100% support of cross- 
piece 
all hardware furnished 
legs cannot spread 


colorful box takes less 
counter space 


No. ] for 1” lumber, 
No.2 ioe 


£ 


See Your Jobber or 
Write for Literature 


CHAS. 0. LARSON CO. 
Sterling, Ill., U.S.A. 
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THE NEW 
DENNIX 
CAFE LEG 


et 


EASY-TO-REACH SALES AND PROF- 
ITS WITH DENNIX EASY-TO-DO-IT- 
YOURSELF PRODUCTS ... WRITE 
FOR DATA ON ATTACHABLE FURNI- 
TURE LEGS ... THE NEW CAFE LEGS 
... NEW PRE-FAB DRAWERS... 
BOOKCASE BUILDERS . . . STAND- 
ARD-SIZED SHELVING . . . ADJUST- 
ABLE SHELF KITS . . . WOOD AND 
METAL BRACKETS . . . BEDSPRING 
LEGS. 


dennix 


PRODUCTS COMPANY 
33/TEN DOWNING ST., FLUSHING 54, N. Y. 
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HOME IMPROVEMENT MERCHANDISING AIDS—(begins on page 121) 
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USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


G-P Develops a Remodeling Sales Kit 


A_ remodeling kit, contained in a name-embossed plastic 
briefcase, includes a stereo viewer and slides, “Idea Kitchen” 
plan, “How to Panel” booklet, catalog of the latest products 
available for remodeling, hardwood plywood wall paneling 
samples, materials estimating and project layout sheet and a 
“Tip Sheet.” 

The kit, offered free late in July, has proved so popular that 
dealers have placed orders for more than 6,500 of them. Kit 
is ideal for use in a dealer’s remodeling department or by his 


ti 


MU TT 


in 


WATERLOX 


Waterlox Store Demonstration 


Selling points of Waterlox tung oil-based clear sealer and 
finish coats readily lend themselves to an eye-catching demon- 
stration staged by a manufacturer’s representative for your 
customers. 

On hot plate is a tea strainer filled with boiling water 
which doesn’t run through openings in strainer. Strainer, dipped 
in Waterlox, was allowed to dry and its meshes are sealed. 
Nor does boiling water harm Waterlox even when poured on 
a Waterloxed panel on table. Waterlox Div., The Empire 


contractor-customers. Georgia-Pacific. 
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You'll Love Living” 
On lane Se 1 Floors 


fasy to Own! 
Basy to install! 
fosy to Enjoy! 


Over 50 Colors + 7 Decoretor Styles | 
2 ee 





Window-Wall Streamer 


A new, full-color window-wall stream- 
er promotes Vina-Lux Vinyl Asbestos 
Floor Tile. The streamer, 29” x 10” 
in size, displays a selection of reprints 
from the 1961 series of Vina-Lux ad- 
vertisements appearing in national con- 
sumer magazines. 

A wide selection of newspaper adver- 
tising mats and suggested radio and tele- 
vision spot announcements also are avail- 
able from Azrock to aid dealers in the 
promotion of Vina-Lux Vinyl Asbestos 
Floor Tile. Azrock Floor Products Div. 

Circle No. 232 on Handy Cover Card 


Varnish Co. 


Garage Door Section Sample 


Frantz Mfg. produces over 100 sizes 
and styles of sectional and one-piece ga- 
rage doors for residential, commercial 
and industrial application. 

To help dealers promote its fiberglass- 
aluminum Filuma door, which lets light 
in like a skylight and saves window in- 
stallations, maker offers models of Filu- 
ma door sections. Other promotional aids 
from Frantz include: slide films, glossy 
photographs, newspaper ad mats, TV 
and radio scripts. Frantz Manufacturing 
Co. 

Circle No. 233 on Handy Cover Card 
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Handy Hooks for Household Use 
A Handy-Hooks display, 2’ wide x 4’ 
high, is furnished free to a dealer with 
each order for a complete assortment. 
Dealer receives 25 cartons of the Handy 
Hooks for every household use. Each 
carton contains 10 cards or bubble packs 
of one specific Handy-Hook fixture. Re- 

tail value of the assortment: $96.88. 
Three other K-V merchandising units 
available free to dealers are: Closet Fix- 
ture display, Drawer Slide display and a 
display showing carded brackets and 

standards. Knape & Vogt Mfg. 

Circle No. 234 on Handy Cover Card 

(continued on page 124) 


123 





HOME IMPROVEMENT MERCHANDISING AIDS—(begins on page 121) 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 

Prefab Fireplaces. A new six-page bro- 
chure, printed in full color, contains 
over 12 photographs depicting actual in- 
stallations of the Majestic Thulman all- 
metal, factory-built fireplace and chim- 
ney. It fully describes the front-opening 
and corner models as well as the all- 
metal triple-wall chimney and chimney 
top housing, metal base and hearth, steel 
basket grate and fireplace surrounds of 
black glass, marble and black texture 
enameled metal. Single copies of the bro- 
chure are free. The Majestic Co. 

Circle No. 236 on Handy Cover Card 


Twin-Tilt Truck. A two-color cata- 
log page shows how Twin-Tilt truck will 
move bagged, boxed or cartoned goods 
easier, faster and safer with substantial 
savings in time, labor and space. It gives 
full specifications and also describes 
Swingard, a safety device built by maker 
which attaches easily and quickly to any 
heavy-duty hand truck. Price lists also 
are available. Twin-Tilt Truck Co. 

Circle No. 237 on Handy Cover Card 


Aluminum Siding. A_ beautifully il- 
lustrated, new self-mailer offers a free 
copy of Better Homes & Gardens “Meat 
Cook Book”, a $2.95 value, to home- 
owners who mail in a request for a 
home demonstration for Alsco regular 
or foam insulated Bak-R Foam siding. 
Included in the folder is an eye-catching 
photograph of an Alsco aluminum sid- 
ing installation. A postpaid reply card 
completes the Alsco offer. Alsco, Inc. 

Circle No. 238 on Handy Cover Card 


Lifeclad Plywood Display Available 

Lifeclad prefinished plywoods are attractively presented with 
this eye-catching flip-flop merchandiser now available from 
the manufacturer. 

[he compact sales-maker gives homemakers an opportunity 
to study and to feel the durable, vinyl gravure-grained Life- 
clad finish that is washable and will not stain or fade. Lumber 
dealers may obtain additional information about this display 
from their local Simpson distributor or from the Simpson 
Timber Co. 

Circle No. 235 on Handy Cover Card 


Colorful Demonstration Door 


Three Barrett Ceiling Tiles 


A new display promotes Barrett's 
three new Vinyl-Coustic fiberboard tiles, 
which also soak up sound. The tiles 
have no visible holes, due to a thin vinyl 
film that covers their entire surface. 
They are washable, grease-resistant and 
are ideal for kitchen use. 

The new tiles, especially designed to 
appeal to Mrs. Homemaker, are available 
in three attractive patterns, shown in 
display above, left to right: Tapestry, 
Premier and Sandalwood. Barrett Div., 
Allied Chemical Corp. 
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‘Carey House’”’ to Help You Sell 


Basis of Carey’s current promotion 
campaign is a colorful “child’s house” 
extracted from drawings by two young- 
sters shown above: Annabel Stolley, age 
6, and Carol Gordon, 10. 

Complementing a huge advertising 
program, including a schedule in Build- 
ing Materials Merchandiser, Carey has 
available a literature rack for dealer use 
which ties in with the “Inside, outside, 
all around the house” theme. Broadside 
posters in full color also are available. 
The Philip Carey Mfg. Co. 
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Rainbow-hued demonstration doors on 
display impel homemakers to take a 
closer look at the Panel-Lift automatic 
garage door. Each horizontal panel is 
painted a different, eye-catching hue. 
The colorful, all-steel door also demon- 
strates how well the prime-coated panels 
accept finish coats of exterior paints. 

Although the smallest, 8’ x 7’, stand- 
ard residential-size door is usually used 
for demonstration purposes, basic fea- 
tures are the same on larger doors. Free 
ad mats are offered. Panel-Lift Door. 

Circle No. 241 on Handy Cover Card 
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wCO oreo 


ALL THIS 


Beautiful Kitchens * Greater Versatility 
Most Competitive Price 
Outstanding Value 


Introducing the newest addition 
to the L-CO Line, French Pro- 
vincial Cabinets using Genuine 
Cherry. The Provincial effect is 
a component part of the door and 
drawer and no mouldings are 
used. It has the luxurious furni- 
ture finish and yet is competitive- 
ly priced. Definitely something 
different and striking. 


Write for catalog F-21 
Excellent Franchises 
Available 


CABINET CORPORATION 
SHAMOKIN, PA. 
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T-50 STAPLE GUN 


SHOOTS / 


A STAPLE WHEREVER 
You" D DRIVE A NAIL! 
AS ADVERTISED IN 


ARROW FASTENER CO., iNC 
1 Junius St, Brooklyn, N.Y 

















Fastest Gun on the draw . 





am 
Vii" 


Aue 


Arrow T-50 
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BIG PROFITS 


NATIONALLY KNOWN! 

NATIONALLY ADVERTISED! 

This famous material is now 
packaged in eye-catching self- 
display cartons for impulse sales. 
15 matching wood colors and 
white for perfect matching of 
ail popular wood finishes. 

For fast turnover, quicker 
profits, display Famowood prom- 
inently. 

If you’re not handling Famo- 
wood now, get the facts today. 


Literature, prices, etc., sent im- 


mediately. 
(Distributor inquiries Invited.) 


ina 


Taalelimeee lak 


FAMOWOOD Is the PROFES- 
SIONAL’S all-purpose plastic... 
Boat builders, furniture makers, 
cabinet makers, etc., have 
found it the one sure answer 
to the never ending problem 
of correcting wood defects, 
filling wood cracks, gouges, and 
for covering countersunk nails 
and screws. CAN BE USED UN- 
DER FIBER GLASS. 

Ready to use right out of the 
can, Famowood applies tike 
putty, sticks like glue; dries 
quickly; won't shrink; takes 
spirit stains, and will not gum 
up sander. When applied 
properly Famowood becomes 
water and weather-proof, stays 
put under adverse conditions. 


Circle No. 61 on Handy Cover Card 





HOME IMPROVEMENT MERCHANDISING AIDS-——(begins on page 121) 


% 


Shi RANE OPERATES 
pint ae «= STAPLE GUNS 


SROOTS A STAPLE WHEREVER YOUR BRIVE A WAN: 





Rent or Sell Arrow Tackers 


A new wall unit, 20” wide x 32” 
deep, is designed for both rental and sale 
of Arrow Tackers. Known as Display 
Pak, it is offered free to dealers with the 
purchase of six T-50 Staple Guns and 
one HT-50M Hammer Tacker. 

Whenever a tacker is removed for ren- 
tal, white outline in shape of a tacker 
has words “out to work” in spot where 
tacker has been removed. Besides help- 
ing dealer to keep track of tackers rent- 
ed, it’s designed te convert rentals into 
sales. Arrow Fastener Co. 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Molding & Trim Selling Center 


A rack plus a model that fits on front 
of display and shows in-use samples of 
molding and trim in case is available 
free to dealer with assortment. 

M-D Nu-Art molding and trim is 
available in polished aluminum or brass, 
anodized aluminum or albras, and stain- 
less steel. Easily installed by do-it-your- 
selfers, it’s especially designed for use 
as: parting strip, counter edge, cap or 
edging, cove, inside or outside corners, 
batten strip and stair nosing. Macklan- 
burg-Duncan Co. 


Alsco Aluminum Sales Builders 


Alsco Aluminum has available for 
dealers numerous merchandising aids to 
boost the sales of its siding, storm doors 
and windows. Brand-new among them is 
a full-color salesmen’s presentation book 
held by Alsco representative in photo- 
graph above. 

A new storm window and door pro- 
motion kit just announced by Alsco in- 
cludes a manual showing all newspaper 
ad mats and literature available as well 
as a complete selection of window stick- 
ers, banners and premiums. Alsco, Inc. 


Circle No. 242 on Handy Cover Card 


Vinyl Asbestos Floor Tile. Entitled 
“You'll Love Living on  Vina-Lux 
Floors,” a new folder shows in full- 
color the styles and patterns available in 
Vina-Lux 800 Series, Metallic Tones, 
Wood Tones, Micromantic Veining, Car- 
pet Tones, Grained Pastels, Terrazzo 
Tones and Cork Hues. The folder is free 
of charge. It is designed to fit easily in 
dealer invoice envelopes and store dis- 
plays. Azrock Floor Products Div. 
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“How to Fix Broken Windows Yourself” is the title of an 
illustrated folder giving step-by-step instructions. It may be 
used as an envelope stuffer or can be given to do-it-your- 
selfers who purchase Pennvernon Window Glass and want to 
do their own glazing. Can be imprinted. Pittsburgh Plate 
Glass Co. 
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Marlite Plastic-Finished Paneling. Two attractive full-color 
folders detailing the advantages of the Marlite general line 
and its decorator patterns are ideal for use as envelope 
stuffers or hand-out pieces. They contain many illustrations 
of interiors and together illustrate and describe the entire 
Marlite line. Marlite Div. of Masonite Corp. 

Circle No. 247 on Handy Cover Card 


Versa Columns, Railings and Lantern Posts. A four-page 
brochure fully describes and includes photographs of four new 
Versa displays available to dealers at special prices. Versa 
Products Co. 
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Andersen Windowalls. A new 40-page manual is especially 
designed to acquaint you with Andersen advertising and its 
many sales promotion aids and explain how they can be put 
to work for you. The manual also includes a full listing of 
newspaper mats, TV and radio commercials and scripts and 
16 mm films available from Andersen along with detailed 
ordering information. Andersen Corporation. 
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Lumber Display & Selling Equipment. How Multiplex, a 
scientifically designed display and sales promotion fixture, can 
be used by dealers to show merchandise at its best is fully de- 
tailed in a new 16-page brochure. Included are photographs 
of typical Multiplex equipped showrooms along with five plans 
of Multiplex which small, medium and large showrooms may 
use. Multiplex Display Fixture Co. 
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Aluminum Siding. A free 14-page booklet, entitled “Facts 
About Aluminum Siding”, includes estimates of costs of re- 
painting wood siding, gives figures on the steady rise of uses 
of aluminum siding and reviews the product’s advantages. 
Reynolds Metals Co. 
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Insulation Board Products. A 12-page catalog fully describes 
the merits of Barrett’s insulating wall plank, building board 
and ceiling tile for interiors. It also gives the advantages of 
using Barrett's Rigidwall nail base sheathing, insulating sheath- 
ing and insulating shingle backer. Uses for each of the in- 
sulation board products are fully detailed. Barrett Div., Allied 
Chemical Corp. 

Circle No. 252 on Handy Cover Card 
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Promotes Precision Locks 


New merchandisers now available pro- , 

mote three Precision locks, left to right: *Pat. Pending 
Chain Door Lock, Window Lock and 
Sliding Door Lock. Chain Door Lock, 


No. 999, is individually boxed or skin ® 

ack isplé . It h i , 

ae at ped - ee Fiberglass-Aluminum 
Window Lock, No. SL-150, mounts on 

top of bottom window sash. It lists at Garage Doors 


$2.19 each. Sliding Door Lock, No. SD- 
20, is for 34” or 13%” sliding doors. All 
three locks are easily installed by. do- THE LIGHT NEW LOOK IN GARAGE DOORS 
it-yourselfers. Precision Lock Mfg. Co. 

ee ae ee ee LIGHT COMES THROUGH —What a difference Filuma makes! 
The translucent fiberglass panels transform the darkest 
garage into cheery light. No windows necessary! Makes the 
garage a bright place for work or play... more room to 
have fun! 


LIGHT WEIGHT STRENGTH, DURABILITY 


s Filuma weighs one-third as much as wood doors. But it is 
strong. Tempered extruded aluminum frames encase stout 
reinforced fiberglass panels which are warp-proof, shatter- 
proof, shrinkproof, weatherproof. Installation is a breeze, 
the operation, touch easy! And, there’s no painting or 
glazing... ever! 


NOW! FILUMA IN FIVE COLORS 


Filuma, in its modern sculptured design, today graces 
thousands of America’s homes, adding new beauty, new 
ease of operation, new convenience. And, now Filuma comes 
Portable Di aed a “ : 

- able Page rc — in five smart colors—white, coral, green, tan, and yellow. 

ew portable displays for dealers are Whi er 

: : : 1ich color do you want? 
ideal for use in showrooms, windows, at y : 
open houses and sales meetings. They 
are available on a loan basis. Basic unit, 
pictured above, exhibits roofing, siding, ois Us sa iguanas vei ets ’ : : : 
bathroom and kitchen items and door The trend is to Filuma! Write today for details and 
chimes. er “a complete literature. 


Each basic unit is 8’ high x 10’ wide ae “i 
x 14” deep. It’s packed in easy-to-carry . 
package weighing about 40 pounds. : : 
Dealer may easily set up a giant-size ; os 
display by adding other Miami-Carey 


units. The Philip Carey Mfg. Co. hai MANUFACTURING COMPANY 
Circle No. 254 on Handy Cover Card ital STERLING, ILLINOIS 
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SEND FOR 
YOUR 


FREE 
SAMPLE 


Sometimes even something as 
simple as a plain ole Hacksaw 
Blade can be modernized, 
idealized and generally 
pepped up. It can't always be 
done, but we've managed to 
do just that with these GRIFFIN 
HACKSAW BLADES. First off, 
we put the number of teeth on 
there in big letters...you can 
read 'em without your glasses. 
Then to make it easy, we've 
printed right on the blade what 
it'll cut...you know, 24 teeth 
for tubing and small sections, 
18 teeth for bolts, pipe, etc. 
Makes it easy for you to pick 
out the right blade for the cus- 


tomer, 


Then we mark each blade like 
so, FRONT ——> , means your 
customer can't put the blade in 
his frame backwards. And the 
whole blade is painted a genu- 
ine antique satin black...looks 
good in your stock...no rust, 


no scale, no oil, 


And these are really good 
blades, made by an outfit that's 
been making FINE HACKSAW 
BLADES since 1880. Why not 
write today for a sample blade 
«..see for yourself just how 
good they are. Just drop a 
card in the mail to— GRIFFIN, 
105 Duane Street, New York 8, 
New York and we'll send you a 
modern Griffin Hacksaw Blade. 


PT, 


FRANKLIN, NEW HAMPSHIRE 
Sales Representatives 
JOHN H. GRAHAM & CO., INC. 


105 Duane Street, New York 8, N. Y. 
Circle No. 63 on Handy Cover Card 
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Lou gonna paint house 7 


| Ties Displays to Advertising 


A complete package of Indian theme 
display materials is geared to tie-in with 
Lowe’s national advertising. Full-color 
reproductions of the Indian chief and 
maid paintings featured in the advertise- 
ments are suitable for framing and are 
available in limited quantities. 

Newspaper ad mats and Indian theme 
radio spot announcements provide local 
tie-in for dealers. A Totem Pole dis- 
play of Lowe’s picture packages also ties 
dealers to the national promotion. The 
Lowe Brothers Co. 


Circle No. 255 on Handy Cover Card 
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Model Frames and Buildings 


A variety of model frames and model 
buildings are available to promote the 
advantages of Pruden clear span framing 
as shown in photograph above. 

Pruden also offers a dealer ad mats, 
radio scripts and slides for use in letting 
his customers know that clear span steel 
frame construction is available at his 
yard. 

A planning piece, entitled “Partners 
in Profit,” which fully details a year’s 
merchandising program, also is avail- 
able to dealers. Pruden Products Co. 

Circle No. 256 on Handy Cover Card 
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VENETIAN BLINDS... SHEL 
MOUNTED FIXTURE 


Two Molly Merchandisers 

A metal merchandiser pictured above 
shows uses for Molly screw anchors and 
utility plugs above a five-step, installa- 
tion illustration. The unit contains 600 
Molly screw anchors and 12 Molly util- 
ity plugs. 

A Jack Nut counter display assort- 
ment also is available to dealers. In addi- 
tion, maker supplies ad mats and window 
streamers to dealers to promote its com- 
plete line. A four-page price schedule 
showing product specifications also is 
available to dealers. Molly Corporation. 

Circle No. 257 on Handy Cover Card 


WINDOW GLASS 





Pennvernon Illuminated Sign 


Pennvernon Window Glass is easy to 
install. Because of its uniform finish 
on both sides of the sheet, it can be 
glazed either side out with equally good 
results, says maker. Point-of-sale illumi- 
nated sign in red and purple pictured 
above is offered complete with extension 
cord and 40-watt bulb ready for imme- 
diate use. 

Other merchandising aids designed to 
promote Pennvernon sales include: dis- 
play racks, decals, window streamers and 
counter cards. Pittsburgh Plate Glass Co. 

Circle No. 258 on Handy Cover Card 
(continued on page 130) 
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SALES-MAKING PRODUCTS FOR DEALERS: 


“GOLD REGENCY” FACTORY-FINISHED WOOD VANITY 


BY BORO WOOD 


Topped With Carefree 


NEVAMAR 


This Gold Regency wood vanity is one of the products 
that offer you opportunities for extra sales and profits. 
Topped with NEVAMAR high-pressure laminates, it adds 
luxurious beauty to any home 

.-easily installed in remodel- 

ing or building. NEVAMAR / his is 


surfaces are creating more NEVAMAR 


Photo: Gold Regency factory-finished wood vanity. Sizes 24 to a » 5 celaksabinndin abimsind 
72 in. wide; single or double bowl. Baked enamel finish with and more distinctive products > janerticnnegin st: aie 
gold. trim, gold-finished hardware. In 7 colors. Made by for the home, Cash in on > WITHSTANDS BOILING WATER 


; > DESIGNED FOR LONG LIFE 
Boro Wood Products Co., Bennettsville, S$. C. them now! proaspyehatan ppepent 
+ WON'T CRAZE CRACK OF 
PEEL IN MORMAL USE 


NEVAMAR DIVISION: 4 turned ws sex!» WOT AFFECTED BY ALCOHOL 


aie x iuaie * a x4 — — aoe! O8 tty ore FRUIT ACIDS, AMMONIA 
NATIONAL PLASTIC PRODUCTS COMPANY, INC. Ces ‘sna ah tm 
Saran, Nylon and Polyolefin Fibers—Nevamar High-Pressure Laminates—Wynene Extruded and Molded Products 45 apvransid AS 
ODENTON. MD . NEW YORK. N.Y e MIAMI, FLA ° CHICAGO. ILL + DALLAS-FORT WORTH, TEX, 
DENVER. COLO - PORTLAND. ORE . LONG BEACH. CALIF. e SAN FRANCISCO. CALIF, 
CLEVELAND. O. @ CHARLOTTE,N.C. @© MEMPHIS. TENN. @ INDIANAPOLIS. IND. 
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Cost Less Because They Do More 


Model _sS 


(5 cu. ft, max. cap.) 


e Non-leakable tray, press formed, has three thicknesses, spot- 
welded at the folds. Round front for fast, controlled dumping. 
Edge reinforced with continuous steel rod. Steel front strap for 
added support. 

e Varnished select hardwood handles with high risers for superior 
load-balance. Steel pipe handles also available. 

© Rugged channel steel legs—wide-spread for stability—minimize 
tippin 

© Durable finish—all metal parts have baked automotive finish. 

e Threaded axle—malleable iron axle brackets tapped for rigidity. 

¢ Pneumatic, semi-pneumatic or steel wheels. 


Other trays available with 4% and 5 cu. ft. maximum capacity. WRITE FOR FREE LITERATURE 








OTHER FAMOUS JACKSON PRODUCTS 


MORTAR contractor \ \ laps 
ame PANS BARROWS | g 
F mes 4 rs 
; CONCRETE CARTS & HAND TRUCKS Oldest and Largest Wheelbarrow Maker in America 


MIXING BOXES 








September 11, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) Circle No. 65 on Handy Cover Card 





HOME IMPROVEMENT MERCHANDISING AIDS—(begins on page 121) 
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Continental Nails Merchandiser 


A new display promotes Continental 
Steel’s line of ring and screw shank nails 
for flooring, wood siding, pole barn, 
concrete, subfloors, drywall, pallets, 
roof rafters, masonry or shingles. Actu- 
al nails mounted on the board are held 
in place by Skin Pac. 

[he board is printed in two colors and 
provides the nail buyer with product 
data about all types of ring and screw 
shank nails. The nails are packed in 50, 
25, 10, 5 and 1-pound fiber boxes. Con- 
tinental Steel Corp. 

Circle No. 259 on Handy Cover Card 


Replace Those Broken Windows 


A WG-3 acetate sign reminding home- 
makers to replace those broken windows 
and its companion piece, WG-4 wire 
easel, are available. Strips of Kleen-Stik 
at the top and bottom of the 20” x 24”, 
white, red and blue sign simplify its 
placement on a dealer’s store window, 
glass door, or on a piece of LOF sheet 
glass cut from stock. 

Each wire easel is cartoned with sign. 
Entire unit is ideal for counter display. 
Easel and sign are available through 
Libbey-Owens-Ford distributors. 


ITS NEW ITS POR YOU 








Two Ruberoid Floor Tile Racks 


Two new racks make it possible for a 
dealer to show his entire line of Rube- 
roid Polymerite and Vinyl Asbestos tile 
in only 5’ of floor space. Each full-size 
9” x 9” tile is mounted on an attractive- 
ly finished hardboard and identified by 
type of material and number. 

A homemaker may easily remove a 
particular tile to examine it closely 
against the material she is matching and 
make her selection. Each display shows 
a complete line and is topped by a three- 
color selling message. Ruberoid Co. 

Circle No. 260 on Handy Cover Card 


Two Wrench Assortments 


During the months of September and 
October dealers may buy two of Bridge- 
port Hardware’s most popular wrench 
assortments at special discounts. 

Maker is offering its No. 590 Hy-Bar 
set consisting of 5 offset, open end 
wrenches 5/16” to %4” and its No. 605 
Combination wrench set with 5 com- 
bined 12 pt. box head and offset open 
end wrenches 7/16” to %4”. All are 
forged steel. Packed in plastic window 
pouches for counter or perforated hard- 


board display. Bridgeport Hardware. 
Circle No. 261 on Handy Cover Card 


Corn Cribbing Ideal as Fencing 

Focal point of Keystone’s corn crib- 
bing promotion is a 24” high temporary 
corn cribbing display complete with 
wire fabric, corn and display card. Also 
available to dealers to promote this item 
are posters, direct mail pieces, ad mats 
and instruction folders. 

Keystone cribbing also can be used 
for lawn fence, orchard fence or fence 
for gardens and barnyards. The spacing 
of the 2” x 4” style wires makes it non- 
climbable and an excellent fence for chil- 
dren. Keystone Steel & Wire. 

Circle No. 262 on Handy Cover Card 


Fills Holes in Wood and Cracks 


A new self-selling carton is designed 
to promote sales of Famowood, a plastic 
wood filler which applies like putty. @" 
sides filling holes in wood or cracks, 
may be used to build up or repair whe 
and small defects in metal, says maker. 
Top of carton folds back to expose 12 
six-ounce cans of the all-purpose plas- 
tic. 

Famowood can be painted, varnished, 
lacquered, stained or oiled. It’s available 
in 14 wood matching colors aud in a 


variety of sizes. Beverly Mfg. 
Circle No. 263 on Handy Cover Card 
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to SELL’em.--.TELL’em 

















WINDOW BALANCE 





Tell the story of removability and faithful performance. 

Tell the story of the automatic Lif-T-Lox Balance with no gimmicks to hook or push. 

Tell the true facts about wood vs. metal over a period of time — winters as well as summers. 

And you will end up selling them trouble-free, high quality ReO*W windows. Profits come from selling 
quality, not just meeting prices. 

Your inventory can be as low as a single display unit, but the sample can not talk. Dealers who take the 
time and trouble to TELL ’em— SELL ’em. 








Need personalized billboards, mats, display pieces, radio and T. V. spots? Write! 


R:O-W WINDOW SALES CoO. e 1365 ACADEMY AVENUE e DEPT. BMM-961 @ FERNDALE 20, MICH. 
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ORNAMENTAL 
HARDBOARD GRILLEWORK 
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Packaged for Profits! 


Here’s the newest, easiest most 
profitable way ever to show and 
sell BUILD-IT-YOURSELF SCREENS 

. . SHUTTERS . . . ROOM DIVIDERS! 
Complete profit package includes 
low cost ornamental hardboards 
in 3 exclusive decorator patterns; 
mouldings; spring plungers; hinges; 
even new COMPACT MERCHANDISER 
to sell Panelaire boards on sight! 


























Choice Distributorships Available 


PANELBOARD mre. co., inc. 


222 Pacific Street, Newark 5, N. J. 
Please send FREE Panelaire literature and 
samples. 
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Sells Evanite Hardboard Panels 


A new Evanite hardboard merchandis- 
er now is available to dealers. Unit shows 
big 20” x 24” samples of five new Evan- 
ite hardboard prefinished panels. The 
oversize samples give Mrs. Homemaker 
an opportunity to visualize the beauty 
of the surface as it would be when in- 
stalled, maker explains. 

In addition to the samples, the display 
holds folders showing uses of the mater- 
ial in ceilings, exterior and _ interior 
walls, accent panels, furniture and toys. 


Evans Products Co. 
Circle No. 264 on Handy Cover Card 
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Epoxy Resin Repair Kits 

A new super glue counter merchan- 
diser promotes Wilhold’s Epoxy Resin 
Repair Kits. One kit contains Twin-Tubes 
of Clear Epoxy Glue for use in bond- 
ing wood, tile and concrete. The other 
kit contains the maker’s Epoxy-Metal 
Adhesive for repairing tools, castings, 
radiators and machinery. 

An extra profit deal consists of a free 
merchandiser and free merchandise for 
the dealer. For further details, inquire 
about Stock No. 29D1. Wilhold Glues, 


Inc. 
Circle No. 265 on Handy Cover Card 
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Pick-A-Gift Assortment 

A new self-display carton takes only 
54 square inches of counter space and 
contains three of Larson’s most popular 
make-your-own sets. A dealer may 
choose No. 1 or No. 2 Saw Horse Brack- 
ets or No. 1200 Folding Table Leg Brack- 
ets designed for Christmas giving. 

A four-color display card for added 
impact at point of sale is enclosed for 
use with each assortment. Simply slip 
off the carton sleeve, insert display card 
in slot and you’re ready for impulse hol- 


iday sales. Chas. O. Larson Co. 
Circle No. 266 on Handy Cover Card 
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Tools for the Home Gardener 


The modern design and rugged con- 
struction of new stainless steel garden 
tools give a dealer a professional tool to 
retail for $1.49. Other advantages of the 
tools include edged blades and fork tines, 
a mirror polish and black walnut handles 
with contour grips and high lift for good 
working room. 

A dealer receives free of charge the 
display rack shown in photograph above 
with his order for 12 trowels and 6 gar- 
den forks. Witherby Products Div., 


John H. Graham & Co., Inc. 
Circle No. 267 on Handy Cover Card 
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Barclay Plank Merchandiser 

A new display points up the merits of 
Barclay Plank, a melamine-coated wall 
and ceiling panel. Unit exhibits samples 
of the three cherry woodgrains of the 
new random-grooved panel and a color 
photo of a Plank living-room wall. Two 
sliding panels at bottom of unit illus- 
trate to homemaker how easily panels fit 
together during installation. 

In addition to the %4” woodgrains, 
Plank is available in four solidtone dec- 
orator colors and in a %” thickness 
with butt edge. Barclay Mfg. 

Circle No. 268 on Handy Cover Card 
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Premiere Series Album Display 


A new Premiere Series vinyl asbestos 
floor tile counter display is available 
from Azrock. It also doubles as an ef- 
fective salesman’s presentation kit to car- 
ry along on calls at job site. 

The royal purple, gold and white dis- 
play is 12” x 25” in size. It has mounted 
on it one 9” x 9” tile and six 3” x 3” 
tiles. An attractive topper mounted with 
a reprint of a national consumer adver- 
tisement of Premiere accompanies the 
display. Dealers may obtain the display 
without charge. Azrock Floor Products 
Div. 

Circle No. 269 on Handy Cover Card 
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Now you can prefab 
without 
costly equipment 


with ready-to-use components 
pre-cut to your order 


Save Money * Space - Time 


@ 100% Use of Material, No Waste @ Steel-Strapped Unitized Loads 
@ 100% Control of Inventory @ 30-day Guaranteed Shipment 


@ 100% Control of Material and @ Double Output with Same Space 
Cutting Costs 





— 


Diese ical es ies eke EE RE ee Get cet eet es eee 
BMM i 


Wood Components, Box 308, Eugene, Oregon 
Please rush me full details on how | can save space, time and money in prefabrication 
by using your new service. 





(full name) 





(street address) 





(City) (Zone) (State) 
WOOD COMPONENTS Division of Parr-Thomas Lumber Company, Eugene, Oregon 
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e PHILIPPINE MAHOGANY 
(LAUAN) PANELLING 


e EXOTIC HARDWOOD PLYWOOD 
e IMPORTED HARDBOARDS 


e INSULATING & SHEATHING 
SOFTBOARDS 


e CEILING TILES 
e GRANITE BOARD 
e PARFLAKE BOARD 
e FLUSH DOORS 
e NAILS 


“4 New Concept in Warehousing of Imported Products”’ 


2 


G. SAPPERSTEIN CO. 





For current Price List contact 


any of our offices 


PHILADELPHIA 


HObart 4-4646 


* Executive Office 


INDUSTRIAL HIGHWAY 1621 THAMES STREET 


SOUTHAMPTON, PA. 


BALTIMORE CHICAGO 
6760 S. STONEY ISLAND AVE. 
CHICAGO 49, ILL. 
MUseum 4-1070 


EAstern 7-4620 
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YOUR CUSTOMERS GET | More 


WITH THE NEW 


LOWEST-PRICED 


ELECTRICALLY-OPERATED 
ALL-STEEL 


PANEL: LIFT 


GARAGE DOOR 


e The newest, slickest, 
space saving garage door 
yet. Saves erection man- 
hours that make custo- 
mers happy. Works likea 
breeze! Sturdy steel 
panels lift vertically into 
compact 7” overhead 
space. Get complete 
details and specifica- 
tions today! Write 
Dept. M-911. 


PAT. PENDING 


LIFTS AND LOWERS 
LIKE A VENETIAN BLIND! 


BEST FOR HOME 
OR INDUSTRIAL USE 











PANEL: LIFT DOOR CORPORATION 


1724 CHESTNUT STREET + PHILA. 3, PA. 


‘ Wholly-owned subsidiary of Standard Toch Industries, Inc. 











KNOW YOU ARE GETTING and SELLING 
DRY LUMBER... don’t he embarrassed 


Model 100 


There’s only one way to know the moisture content 
of the lumber you plan to buy for resale . . . GET 
STANDARD’S 


NEW MOISTURE DETECTOR 


@ Designed by Standard’s lumber dry kiln engineers 

® Widest range in lumber industry . . . 6% to 70% 

@ Transistors and printed circuit ... withstands rough usage 

@ Readily available transistor type batteries . . . no bulky 
packs 

e@ User designed . . . small, compact . . . weighs less than 
two pounds 

@ Durable carrying case with shoulder strap 


Write today for Bulletin 61-MD/ 


Chondard vw KILN COMPANY 


DEPT. MB + P. 0. BOX 21008 + INDIANAPOLIS 21, INDIANA 
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LIFE PICKS UP WHEN YOU 
in new rooms and old 


with SAEETRE 
GYPSUM WALLBOARD 


LIVING 1S GREAT 


1S 
TES GYPSUM 
IN HOMES TODAY O ywiTeD STATE 


The Greatest Name in Parking 


‘Life Picks Up When You Fix Up’’ 

A modernization kit, which has as its theme “Life Picks Up 
When You Fix Up,” is designed to win you a larger share of 
Gypsum Wallboard sales. Package inciudes a literature rack 
and eight promotional pieces for Sheetrock wallboard. 

Besides booklets, there are photographs, signs, price spots 
and product data cards for in-store display. A how-to applica- 
tion sheet and a Sheetrock Perf-A-Tape Joint Treatment direc- 
tion sheet also are included in the new kit offered free to 
dealers. United States Gypsum Co. 

Circle No. 270 on Handy Cover Card 


. ee ehewe 





Carey Building Products. A new 
eight-page catalog presents easy-to-read 
descriptions of Carey building products. 
Included are illustrations and data on 
roofing shingles, built-up roofing, siding, 
insulation, asbestos-cement boards, roof 
maintenance materials, foundation damp- 
proofing, bathroom cabinets and acces- 
sories, range hoods, door chimes and ac- 
cess doors. The Philip Carey Mfg. Co. 

Circle No. 271 on Handy Cover Card 


Supercedar Lined Closets. A free booklet, entitled “We 
Planned Our Closets,” is especially designed for consumer hand- 
out. Colorful and informative, it tells homemakers how to best 
plan closets for maximum storage and maximum protection and 
also details the many advantages of using Supercedar closet 
lining. George C. Brown & Co. 

Circle No. 272 on Handy Cover Card 


_Asphalt Roofing Products. An attractive brochure fully de- 
picts the 14 decorator colors in which Fry bonded asphalt shin- 
gles are available in addition to frost white and ebony. Includ- 
ed are illustrations of the various types of shingles and roofing 
offered by Fry plus a complete listing of the firm’s asphalt pro- 
tective products. Lloyd A. Fry Roofing Co. 

Circle No. 273 on Handy Cover Card 


Ready-to-Use Components. A four-page brochure now 
available describes precision component parts manufactured to 
your specifications. It shows how this service is designed to 
save you space, time and money in prefabrication. Wood Com- 
ponents Co. 

Circle No. 274 on Handy Cover Card 





Cushion Grip Screwdriver Deal 


Bridgeport is offering a four-color 
display board at no extra cost with each 
purchase of its No. 2703 Cushion Grip 
screwdriver deal. The panel measures 
12” x 29” x 4”, is painted bright yellow 
with white, blue and Day-Glo red. Retail 
value of the merchandise is $55.30; 
dealer’s cost is $36.87. 

An assortment of 37 Cushion Grip 
screwdrivers can be stocked on the four 
shelves, which show prices and sizes. 
Display is designed for use on wall or 
counter. Bridgeport Hardware Mfg. 

Circle No. 275 on Handy Cover Card 


Easyfit Starter Package 


Dealers who order a special introduc- 
tory assortment of Easyfit ornamental 
iron parts for 6-to-8 sales will receive a 
complete merchandising program includ- 
ing display pictured above. 

Display is complete with sign and lit- 
erature rack and shows actual samples of 
railings and columns. Dealer also re- 
ceives ad mats and literature. Special 
cost to dealer is $139.95; his profit, 
$101.63. An Easyfit aluminum railing 
and column starter package also is 
available. Locke Mfg. Co. 

Circle No. 276 on Handy Cover Card 
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Duo-Fast Merchandising Aids 

An eye-catching two-color counter 
display box holding the Duo-Fast CT- 
859 Gun Tacker pictured above now is 
available to lumber dealers without 
charge. Duo-Fast provides the dealer 
with an opportunity to tie-in tacker sales 
with ceiling tile and insulation to boost 
his profits. 

In addition, the manufacturer has 
available a counter display card plus 
three different wall banners to help pro- 
mote Duo-Fast Tackers. Fastener Cor- 


poration. 
Circle No. 277 on Handy Cover Card 
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Counter Top full 1/2°’ thick; available with or 
without backsplash. 


Insert Style “B” with stainless “T” sink frame 
shown. Also Style “A,” portable block with stain- 
less counter insert; Style “C" insert machined 
with Y2°' flange for drop-in positioning. 


Chopping Block full 134°" thick. Pastry-cutting, 
Bread, Ham and Lunch & Serve Boards 
also available. 


Write today for free 
copy of this color-tone 
illustrated bulletin list- 
ing specifications and 
sizes for the full line of 
Sensenich Woodenware. 
Stocks of all products 
are on hand ready for 
prompt delivery. 


Dept. AL, SENSENICH CORPORATION 


Lancaster, Pennsylvania 


136 Circle No. 72 on Handy Cover Card 
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Roofing and Siding Display 

A roofing and siding floor display is 
especially designed as a tie-in with the 
Better Homes & Gardens Improvement 
Center. It can be placed alongside the 
center or used by itself. 

There is space in lower cabinet for 
storing 12, RM 24 masonite model board 
backs. There also is space in top cabinet 
for storing 2’-long samples of both 
Dura-Color Clapboard and Dura-Color 
Weatherboard. Either Clapboard or 
Weatherboard Siding can be inserted in 
slots on face of cabinet. Ruberoid Co. 

Circle No. 278 on Handy Cover Card 
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Compact Color Dealer Plan 


A compact line of interior and exter- 
ior paints is designed to reduce a dealer’s 
stock investment by 50%. Initial stock 
order can be shelved in less than 60 
square feet of space, says maker. It in- 
cludes a total selection of 264 house 
paint and wall paint colors. Dealer in- 
vestment, including a new Compact Col- 
ormeter machine, is about $1,000. 

Sales aids include color selector aids, 
counter displays, color-chip cards. A com- 
plete brochure is available. The Lowe 
Brothers Co. 

Circle No. 279 on Handy Cover Card 


Shutters Display and Ad Mats 

An eye-catching display reminds 
homemakers that Expand-O aluminum 
shutters will fit any size window open- 
ing. They are packaged one pair per car- 
ton and are available in a variety of col- 
ors. A screwdriver is the only tool re- 
quired for easy installation. 

A newspaper ad mat service is especi- 
ally designed by maker to help dealers 
sell more Lyfalum insulated aluminum 
siding and Koralum aluminum siding. 
Both lines are available in pastels and 
white. Lyf-Alum, Inc. 

Circle No. 280 on Handy Cover Card 


Insulation Sample 


A compact folding unit which sets up 
easily and quickly into an effective point- 
of-purchase display is available from Na- 
tional Gypsum. 

Featuring an actual sample of foil- 
faced Twinsulation, the new unit com- 
bines its effective sales ability with its 
simplicity, which enables quick set-up by 
store personnel. 

The Twinsulation merchandiser is 
readily available from Gold Bond repre- 
sentatives or direct from the manufac- 
turer. National Gypsum Co. 

Circle No. 281 on Handy Cover Card 
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Bridgeport WRENCH SPECIAL 


ie, No. 605 — 5 wrenches, 
+ : 1/16” to 3/4” 
WRencor e- . combining 


. ¥ “a LIMITED 
No. 590 — 5 offset, ~~. a TIME OFFER! 
open end wrenches. =~ ; _« 
5/16” to 3/4”  f 4 
in plasti h. leTevere Mm @]al| 
im plastic pouc | lm "ee 
Oct. 31, 1961 





= SPECIAL LOW PRICE! 


we q 
law hnesing Canes, MR, DEALER: Here’s your chance to stock up on the most popular assortments of top quality 
Bridgeport wrenches at an extra low price! Sell them at your regular prices and make an extra 

big profit! 
= i All are hot grop forged steel, heat treated, accurately broached and milled. Bright plated for 
Self Service Glue Bar extra sales appeal. The handy pouches make an attractive display on pegboard fixtures or your 


: 7 . _ tool counter. 
Wilhold Glues has available a one- You can’t go wrong — they're staple year round sellers — sure to make money for you. Take 


stop self-service glue merchandiser es- advantage of this special deal — order now from your jobber. 

ape Aopen ng impulse — WRITE DIRECT TO THE FACTORY FOR COMPLETE INFORMATION. 

t contains a complete assortment o l- 

hold Adhesives for use at home, office THE BRIDGEPORT HARDWARE MFG. CORP. 

or in industry. Bridgeport 5, Conn. 

The island unit requires only 18” x Subsidiary of PUR O LATOR Products, Inc 

30” of floor space, is 58” high and has 

five eee shelves. It is finished in Circle No. 73 on Handy Cover Card 

scuff-resistant Zolatone. Free merchan- 

dise is included with every rack. Further 

details are included in catalog FM-59- 

LV-1. Wilhold Glues. 5 
Circle No. 282 on Handy Cover Card ae daleiian an 


ALL-METAL, WOOD — PROFIT 


BURNING FIREPLACE BIG 











ders, home buyers and handyman remodele 
kly and completely 
mortar or gs needed 


Re-do-a-Room Promotion takes leskthne todneiell Gan , e e 
A fall modernization and re- 4 Thulman all-metal flue. Complete package for in T 4 

modeling campaign will be initi- 4 all roof heights. 

ated by Johns-Manville in Octo- ‘ ° ° 

ber. Called the Re-do-a-Room The\ Majestic /Co., Inc. e 

promotion, it combines national 462 Erie Street, Huntington, Ind. rowing 


advertising with a merchandising 


kit of tie-in materials for use by - — aaa k 
dealers. : 
The series of full-page, full-col- i 3 Mar eT 


or advertisements will be in two 
parts; one for October insertion 
and the second for November, 
both featuring J-M’s decorative 
acoustical ceilings and Terraflex Send 
vinyl flooring. Homemakers will j 
be invited to see examples of the 
materials at dealers’ showrooms 
and either make the installations 
themselves or ask for professional 
help. 

The kit consists of supporting 
ad mats, posters and mailing pieces 
enabling the dealer and contractor 
to tie-in with the national adver- 
tising campaign. Kit contains two 
separate promotions; one to tie-in 
with October national advertis- 
ing and one with the November 
advertising. Johns-Manville. 

Circle No. 283 on Handy Cover Card 
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USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


Free Pruner Promotion 

New merchandiser No. 974 gives a 
dealer a complete pruning and trimming 
department in less than one square foot 
of floor or counter space. Shipped as a 
complete unit, the merchandiser is ready 
to place on a dealer’s counter. Each 
merchandiser contains one free No. 119 
Snap-Cut pruner. 

Each unit contains a free supply of 
how-to pruning guides for consumer 
handout and a free four-color window 
streamer for use by the dealer. Seymour 
Smith & Son, Inc. 

Circle No. 284 on Handy Cover Card 


Promotes Wing-Ding Anchors 

A new counter or wall-hung mer- 
chandiser is designed to promote self-se- 
lection sales of Wing-Ding hollow wail 
and door anchors. 

It displays blister packs of Wing- 
Dings in the three most popular sizes. 
Unit also is designed to enable a cus- 
tomer to select and install the correct 
Wing-Ding to meet his needs. A mer- 
chandising kit, including the display and 
six cartons of blister-packed Wing-Dings, 
is available to dealers. Diamond Expan- 
sion Bolt Co. 

Circle No. 285 on Handy Cover Card 





Packaged Weather Strip Sets 


A beautiful new gold-anodized tubu- 
lar stock-display rack is furnished free 
to a dealer with initial order for a com- 
plete assortment of Numetal weather 
strip door and window sets, door bot- 
toms, drip caps or thresholds. 

Numetal weather strip is available in 
bronze or stainless steel. Individually 
cartoned for doors or windows. Each set 
contains all necessary strips, plus 
screws, nails and instructions for easy 
installation by do-it-yourselfers. Mack- 
lanburg-Duncan Co. 

Circle No. 286 on Handy Cover Card 


Alsco Building Products. A handy, 
pocket-sized booklet, entitled “A Build- 
ers Digest of Facts about Aluminum 
Building Products that Meet FHA Speci- 
fications”, is available. It reviews all of 
Alsco’s building products with special 
emphasis placed on the firm’s new Rigid 
Bak-R-Foam panels which can be applied 
directly to 2” x 4” studs. Alsco, Inc. 


Circle No. 287 on Handy Cover Card 


“Paneling Ideas” is the title of a colorful, new eight-page 
brochure showing ways to redecorate and remodel with solid 
lumber paneling. Cost: 10¢ each, postage prepaid. Western 
Pine Association. 

Circle No. 288 on Handy Cover Card 


Precision Locks. A two-page catalog sheet, No. 761, shows 
photographs and uses of the wide variety of window locks, 
drawer locks, showcase locks and sliding door locks avail- 
able. It gives list prices along with packaging information. 
Precision Lock Mfg. Co. 

Circle No. 289 on Handy Cover Card 


Fasteners. A new four-page, two-color brochure gives uses, 
descriptions, sizes and safe loads for Diamond masonry and 
hollow wall fasteners, toggle bolts, drills and allied products. 
Diamond Expansion Bolt Co., Inc. 

Circle No. 290 on Handy Cover Card 


“How to Put Up a Ceiling with Barrett Tile” is the title 
of a 12-page folder for do-it-yourselfers. Step-by-step instruc- 
tions along with helpful suggestions for finishing and painting 
are fully detailed. Barrett Div., Allied Chemical Corp. 

Circle No. 291 on Handy Cover Card 


K-V Products. Four new brochures detail the advantages 
of Knape & Vogt’s standards and brackets, builders’ hardware, 
closet fixtures and handy hooks for 4%” perforated hardboard. 
Dealers may obtain the brochures free of charge. Knape & 
Vogt Mfg. Co. 

Circle No. 292 on Handy Cover Card 


Atomic Fallout Shelter. A brochure includes complete plans 
for the economical and easy construction of an atomic fallout 
shelter by do-it-yourselfers in existing basements. The shelter, 
made entirely of Utility grade (or Better) 2x4’s, also serves 
as a den, darkroom or spare room. West Coast Lumbermen’s 
Association. 

Circle No. 293 on Handy Cover Card 


Staple Tacker. An “Ideas” folder for using the Duo-Fast 
CT-859 Staple Tacker is especially planned for consumer 
handout. It details uses for the tacker and also describes other 
Duo-Fast builder tools. Space is provided on the folder for an 
imprint of dealer’s name. Fastener Corporation. 

Circle No. 294 on Handy Cover Card 


A Palcote brochure contains a small paint-primed sample 
and a product data sheet. It is ideal for use by dealers as a 
mailing piece or hand-out at counter. The Pacific Lumber Co. 

Circle No. 295 on Handy Cover Card 


All-Purpose Plastic. The many uses for Famowood, an all- 
purpose plastic that applies like putty and sticks to any clean 
surface, is fully detailed in a new consumer folder. The book- 
let also gives advantages and list prices of Famoglaze, an es- 
pecially compounded Cellulose glazing plastic and fine surfac- 
ing putty ready-to-use right out of the can. Beverly Mfg. 

Circle No. 296 on Handy Cover Card 


(continued on page 140) 
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‘the special caulk for 
ALUMINUM SIDING 














Why settle for second best, when CALBAR 
is the one caulking compound specifically 
designed, formulated and field-tested for alu- 
minum siding. It goes on better, stays on better, 
eliminates costly. call-backs because it does 
the sealing job on aluminum siding it is sup- 
posed to do... a result of more than 40 
years experience and know-how in the industry. 








NO OTHER CAULK 
MEETS ALL THESE DEMANDS ee 
OF ALUMINUM SIDING Match ANY siding color 


¢ SUPER-ADHESIVE — Hecht se See to match every Mp 
CALBAR sees on: smeethity, ‘eetily, anickiy siding on the market, including a truly brilliant 


. . Stays on years longer than ordinary white. 
caulk. 


« SUPER-ELASTICIZED 


Takes extreme expansion of blistering sum- See your jobber for all CALBAR quality products or write for details. 
mer sun or severe contractions of freezing We manufacture hand-operated guns for professional use; also air 
winter weather. pressure guns as illustrated, 


¢ NON-SAGGING 
wi owt §=§=CALBAR, inc. 
eNON FADING PHILADELPHIA 25, PA. 


Colors are matched to perfection to every Manufacturers of Technical Products for over 40 years 


siding color on the market. And colors stay 
strong without fading or streaking. 
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Berchic wand grae vesmlling the sae comm 


Trendwood Wall Display 


A wall display shows samples of six 
new Trendwood finishes. Each section 
shows a different woodgrain plank with 
tongue-and-groove edges. The entire unit 
is 16” wide x 40” high. 

Eleven newspaper mats for the pro- 
motion of the entire Marlite line is avail- 
able to dealers plus several radio and TV 
spot announcements. Dealers also may 
obtain for showing a new sound slide 
film entitled “Marlite . . . for Creating 
Beautiful Interiors.” Marlite Div. of Ma- 
sonite Corp. 

Circle No. 297 on Handy Cover Card 


i Be Ag GR eS 








Spacesetter Decorating System 


Arrow’s Spacesetter Decorating System 
includes three basic indoor products: a 
multi-purpose Desk Set pictured above; 
a Room Divider and a Book Case. 
The desk set carries a list price of $19.95. 
It’s ideal as a student desk, ladies’ dress- 
ing table or telephone table. 

Merchandising aids available to pro- 
mote the three items in Arrow’s decor- 
ating system include a full line of win- 
dow and wall streamers, newspaper ad 
mats and glossy photographs. Arrow 
Metal Products Corp. 

Circle No. 298 on Handy Cover Card 


‘COMPLINENTS OF YOUR Eck DEAL? PP ra ae a 
ee meee, HLT Me 

















Magazine to Attract Remodelers 


An attractive remodeled child’s room 
is featured in color on the cover of the 
fall issue of Home Improvement Picto- 
rial, a new consumer magazine pub- 
lished by Celotex for local dealer dis- 
tribution. A wide variety of home mod- 
ernization jobs are shown in this second 
issue of a publication designed to pull 
homeowners to the dealer so that he can 
sell them remodeling packages. 

Further details as to how you may 
secure multiple copies of Pictorial are 
available from The Celotex Corp. 

Circle No. 299 on Handy Cover Card 


Steel Building Frames. A 52-page 
pricing manual permits a dealer to quote 
the framework and covering of a regular 
building in five miiutes. Pruden Products 
Co. 


eeeeeeeene 


: 
i 


Circle No. 300 on Handy Cover Card 


Cannon Craft Shutters. Typical applications of Cannon 
Craft wood louvered shutters are shown in a two-page sheet 
now available to dealers. Twelve illustrations are used to 
depict some of the many uses to which the shutters may be 
put. Cannon Craft Mfg. Co. 

Circle No. 301 on Handy Cover Card 


Aluminum Building Products. A product data file now avail- 
able includes numerous in-use photographs of the beautiful 
grilles, railings, columns, awning brackets and specialties avail- 
able from Sterling Factories. Application information along 
with sizes, designs and finishes are fully detailed. Sterling 
Factories. 

Circle No. 302 on Handy Cover Card 


Cedar Closets. A booklet, entitled “It’s Easy to Install a Ce- 
dar Closet,” gives do-it-yourselfers full instructions for install- 
ing Supercedar packages in four easy steps. George C. Brown & 
Co. 

Circle No. 303 on Handy Cover Card 


“How to Use Aluminum” is the title of a free booklet which 
tells do-it-yourselfers the complete story on how to work with 
aluminum, the tools required, the variety of applications and 
the ease with which they can achieve them. Reynolds Metals 
Co. 

Circle No. 304 on Handy Cover Card 


Ad Mats. A two-page brochure now available shows repro- 
ductions of newspaper advertising mats geared to help you win 
your share of the highly profitable home modernization market. 
The ad mats, especially prepared for use by lumber dealers by 
SPA, extol the advantages of brightening rooms or building 
family rooms with Southern Pine. Southern Pine Association. 

Circle No. 305 on Handy Cover Card 


Co-op Advertising Plan. A broadside now available from 
Arrow Fastener details the advantages of free, ready-to-use 
newspaper advertising mats especially designed to help you 
capitalize on Arrow’s national advertising. Arrow Fastener 
Co. 

Circle No. 306 on Handy Cover Card 


Starter Vacation Cabin. A new brochure contains step-by- 
step plans for building a 9’ x 12’ starter vacation cabin 
especially designed for the do-it-yourselfer. The cabin may be 
built in panels in a homeowner’s workshop and transported 
by him to a vacation site in a station wagon or trailer. West 
Coast Lumbermen’s Association. 

Circle No. 307 on Handy Cover Card 


Waterlox Products. Advertising electrotypes illustrated in a 
38-page booklet are especially designed to increase your sales 
of Waterlox tung oil-based clear sealer and finish coats. The 
service is offered free of charge to dealers. Waterlox Div., 
The Empire Varnish Co. 

Circle No. 308 on Handy Cover Card 


Caulking. A circular shows how easy it is to load and to use 
Calbar’s No. 28 Drop-in Cartridge Gun. It also lists the many 
uses for the maker’s Caulk-O-Seal. Designated No. 460-28, 
the circular is designed for consumer handout and direct mail. 
Calbar, Inc. 

Circle No. 309 on Handy Cover Card 
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EXTRA VALUE* FASTENERS 


#5 TIMES 
GREATER THREAD AREA... 
NO STRIPPING! 


KEYSTONE® DIAMOND-P-® Red. Seal” 
| EXPANSION SHIELDS | LAG SCREW SHIELDS CALKING ANCHORS 


®eExclusive Nutstop *Exclusive 4-Directional. Exclusive Red Fibre 
Prevents Expansion Fits Disc Keeps Dirt 
Irregular Holes. Out of Threads. 
+ DIAMOND PLUS More Than 500 Other Items 
| SS With “Built-In” Extras 
GE PLUS Exclusive Pole Line Hardware 


“Z| FREE SAMPLES 


and Pocket Guide to Better Fastening 
Send Request to: 


Nut Pullout. 





* patented Feature: 
Wings Form Truss; 
Don’t Bear on Bolt. 


DIAMOND EXPANSION BOLT CO., INC. 511 North Avenue, Garwood, N.J. 
Circle No. 76 on Handy Cover Card 





Sell THE FRAMES, TOO! 


when you sell 

pegboard and bulletin board 
BEAUTY-FRAMES the do-it-yourself 

framing kit 


Now when you sell pegboard for racks or bulletin 
board material you can sell the frames, too. 
and make an extra sale! Beauty-Frames go 
together quickly and simply by using exclusive 
“Mitre-Tite” metal fasteners. 
An attractive floor display 
helps you sell Beauty- 
Frames...ask your jobber 
about it. 
Write today for literature 
and additional informatian. 
Jobber inquiries invited. 


Maple Bros., Inc. 
527 West Putnam Drive, Whittier, California 


Circle No. 77 on Handy Cover Card 





To 10 gallons of exterior paint 


...add 1 gallon of @ 


WATERLOX = 


TRANSPARENT 


Clear Sealer and Finish 





MADE FROM 
TUNG OIL 








Paint flows easier, covers better, 
and lasts longer! 


Exterior paints go on faster and adhere better when 
Waterlox Transparent is added. Use a 1:10 ratio on refinish- 
ing, 1:5 on new wood. For oil base or alkyd resin-type 
paints. Takes the place of turpentine or mineral spirits. 
Improves color retention and adds to life of finish. 

For a free 1 pint sample, attach this ad to your letterhead. 


WATERLOX DIVISION, THE EMPIRE VARNISH CO. 


2638 East 76th Street, Cleveland 4, Ohio 
Circle No. 78 on Handy Cover Card 





USTIC ‘ WwoopD 


WwooD 
FENCE PRODUCTS 


Manufacturers — Wholesalers 


Expert 
Timbermen 
33 
Years 
in Business 


Sell Our Nationally Known Fences 


Large stocks in Toledo and at our Yards in the 
Virginias enable us to ship promptly from nearest 
point or we can serve your trucks. 


2, 3, 4 and 
5 rail. 
Hand split 
chestnut 
rails 
Chestnut 
or locust 
posts. 


WRITE for CATALOG 
of complete lines Tole a 


OOD PRODUCTS CO. 
Phillips Ave. Ohio 


14] 
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Build A Family Room with Southern Pine 

Your customers are reminded via a new series of ad mats that 
wood plank-and-beam will give a high quality, low-cost family 
room like the one pictured above when SPA trade-marked 
Southern Pine is used. The mats, especially prepared by SPA 
for use by lumber dealers, are provided free of charge upon 
request. 

Other ad mats in the series remind homemakers to give their 
rooms a “face lifting” with solid wood paneling; double their 
living space through attic remodeling. Southern Pine Assn. 

Circle No. 310 on Handy Cover Card 


Paneling. To help dealers announce 
its new line of highly styled Imperial 
Cherry wall paneling, Abitibi Corp. is 
offering four-color literature at no cost. 
Counter brochures and envelope stuffers 
illustrate in full-color the variety of tones 
available in three rich cherry woodgrain 
finishes. Abitibi Corp. 

Circle No. 311 on Handy Cover Card 


at 


Grant Sliding Hardware. A new brochure tells how Grant 
Sliding Hardware on doors, drawers or draperies provides 
a homemaker with effort-reducing additions to her home. It 
also contains ordering information for built-in blueprints of 
work-saving accessory units for the home. Grant Pulley & 


Hardware Corp. 
Circle No. 312 on Handy Cover Card 


Fireplace & Barbecue Grilles. A new four-page brochure ful- 
ly describes the advantages of Majestic’s free-standing Regency 
fireplace which offers a four-way view of a real log-burning 
fire through three plate glass panels and a swinging fire- 
screen door. A second brochure shows uses and merits of Ma- 
jestic’s Char-Grill line of gas, electric and charcoal barbecue 
grilles. Single copies of both brochures are available free. The 
Majestic Co. 

Circle No. 313 on Handy Cover Card 


Wood Louvered Products. A four-page brochure fully 
describes Cannon Craft wood louvered shutters, shutter doors, 
bar doors, multi-fold door sets, special panels, special heads 
and units. It also details a special introductory offer of stand- 
ard stock panels along with a full listing of merchandising 


aids available to dealers. Cannon Craft Mfg. Co. 
Circle No. 314 on Handy Cover Card 


iy 


giaeage 


Self-Service Brush Department 


Miraply Paneling Department 


An eye-catching stocking-selling mer- 
chandiser is offered free to dealers with 
a stock order of 48 panels of Miraply 
prefinished plywood. Entire package, 
stand and stock, returns $350 in profit 
and display value on a purchase of about 
$460—over 75% return on investment. 

The aluminum unit takes up only 3’ 
x 8’ of floor area, stands a little over 8’ 
high and is portable. It also stocks and 
sells all accessory items to serve as a 
complete paneling department. Miratile 
Manufacturing Co. 

Circle No. 315 en Handy Cover Card 
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Ceiling Tile Center 


A new Gold Bond ceiling tile center is 
mounted on extension poles that reach 
from the ceiling to the floor of a dealer’s 
showroom. The unit holds the complete 
line of Gold Bond acoustical and decor 
ceiling tile samples. 

Full-color selector book of decorative 
room scenes and ceiling tile patterns is 
mounted to a desk-type counter. Built- 
in sound box demonstrator gives home- 
makers a chance to hear the noise-re- 
ducing effect of the acoustical tiles. Na- 
tional Gypsum Co. 

Circle No. 316 on Handy Cover Card 


A self-merchandising assortment of 
pure bristle paint brushes for every paint- 
ing need is a new offering by Pittsburgh 
Plate Glass Co. The brushes are prepriced 
and quality-coded by bristle color. 

PPG also has available a full line of 
store and window displays, colorful hand- 
bills, signs, color guides, radio spot an- 
nouncements and newspaper advertising 
mats especially designed to boost dealers’ 
sales of Pittsburgh paints. Pittsburgh 


Plate Glass Co. 
Circle No. 317 on Handy Cover Card 
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DEAIERS...A SURE WIN WITH S7zeecee/2> CIOSET NING 


Play your cards right and you will win... 
higher sales and profits . . . with Closet Lining 
and Shelving by SUPERCEDAR. 
Closets lined with Aromatic Red Cedar appeal 

to homebuyers, add value to any home, yet 

SHELVING cost less than conventional closets. Available 
in five face widths in 4 and 8 foot bundles... 
tongue and grooved and end matched ... 
Brown’s SUPERCEDAR is the trump card in 

a your building materials line. 
< mer Write today for complete information. 


_-—e— oor eh EE er 


(e] = oi on George C. Brown & Compan 
Greensboro, North Carolin o 
BROWN Es 
ano G:O'M P AWN VY ine Please send me your folder on Brown's SUPERCEDAR 


ee — 


= er ADDRESS 
oo tanengg 


CLOSET LINING cITy STATE 
GREENSBORO N C Finer Products From Cedar Since 1886 
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12 things easy-to-make with Reynolds Aluminum 


Making things with Reynolds Do-It Yoursey Abaminum - 
is not only for. but downright practical. too! J 














Do-it-Yourself Aluminum Poster 

A new 12” x 18” poster pictured 
above is an adaptation of a two-page ad- 
vertisement which appeared in national 
magazines and shows 12 different appli- 
cations of Reynolds Do-It-Yourself Alu- 
ninum. 

Along with the poster a dealer re- 
ceives individual project sheets showing 
how to make these as well as 40 more 
home improvements with Reynolds Do- 
It-Yourself Aluminum, each with de- 
tailed instructions. Posters, project sheets 
and instruction booklets are free of 
charge to dealers. Reynolds Metals Co. 

Circle No. 318 on Handy Cover Card 


Walnut-Grained Plateboard. Colorful 
brochures and envelopes are available 
free of charge to help promote the Abi- 
tibi line of walnut-grained Plateboard. 


We Recommend 


LZ KG 


GRADE MARKED BNENGAS 
SOUTHERN Pl 


Reflective Signs and Decals 


A 4” x 7” decal shown above for door, 
window, counter or wall display plus a 
4” x 12” reflective sign for truck bump- 
ers offer you a sales-building tie-in with 
SPA advertisements now appearing in 
national magazines along with a sched- 
ule in Building Materials Merchandiser. 
Black lettering on bright yellow back- 
ground is used for maximum eye-ap- 
peal. 

Decal and sign each have special ad- 
hesive backing for quick installation. Free 
samples are available; in quantity, price 
is 5¢ each. Southern Pine Assn. 

Circle No. 319 on Handy Cover Card 


a " - TRE 
ALL STYLES-alt SHES 


. = 


Detrex Lumber and Coal - Union City 


Co-op Billboard Ad Plan 


R.O.W. Window Sales Co. offers any 
dealer handling its windows a coopera- 
tive billboard advertising plan. The deal- 
er’s name dominates the billboard and 
serves to direct customers while they 
are already in motion. 

Depending upon location, the cost to 
a participating dealer is only 40¢ to $1 
per day for a 30-day showing. 

Lumber dealers may obtain further 
details direct from the manufacturer or 
their area distributors. R.O.W. Window 


Sales Co. 
Circle No. 320 on Handy Cover Card 
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Planer-Molder. A two-page catalog sheet details the many 
advantages of the new Belsaw Model 910, which turns rough 
lumber into all popular millwork patterns. How it planes, 
molds and saws in one continuous power feed operation is ful- 


A variety of applications are shown and 
a full explanation tells why this tough, 
maintenance-free paneling is gaining 
rapid acceptance. Completely finished 
4’ x 8’ panels are now available in plain, 
verti-groove, random-groove, blok and 
perforated. Perforated and plain panels 
are also made in 4’ x 4’ panels and plain 
panels are produced in the 4’ x 12’ size. 
Abitibi Corp. 

Circle No. 321 on Handy Cover Card 


Aluminum Siding. Two, four-page brochures detail the ad- 
vantages of using Koralum er Lyfalum enameled aluminum 
clapboard siding for both new construction and remodeling. 
Application instructions along with full specifications are given 
on both siding lines. Lyf-Alum, Inc. 

Circle No. 322 on Handy Cover Card 


Ornamental Iron. A new four-page, two-color catalog de- 
scribes Versa Phos-Fused ornamental iron railings and new 
line of columns, lantern posts and lanterns. Completely il- 
lustrated, it details the simplicity of installation of the railings 
and columns, together with specifications and parts listing. 
Versa Products Co. 

Circle No. 323 on Handy Cover Card 


Brown’s Supercedar. A brochure shows actual reproductions 
of six new advertising mats designed to increase your sales of 
Supercedar closet lining. The mat service is offered to dealers 
free of charge. George C. Brown & Co. 

Circle No. 324 on Handy Cover Card 


Lumber. Three colorful, lumber-selling folders are ideal for 
use by dealers at home shows or in direct mail promotions. 
One of the folders, “Home Ideas Literature,” offers 17 publica- 
tions free from Western Pine. A “Lumber Buying Guide” is 
designed to bring a better understanding of lumber to the con- 
sumer. “Ideas in Lumber” is a compact version of the associa- 
tion’s well-known “Idea Book” series. Western Pine Assn. 

Circle No. 345 on Handy Cover Card 


ly explained. Belsaw Machinery Co. 
Circle No. 346 on Handy Cover Card 


Formulas for dry-wall tape joint cements with superior 
troweling and bonding qualities are shown in a new technical 
bulletin. It points out how cements made with Adpro 444, an 
isolated soy protein, are outstanding in workability because of 
a lack of stickiness. It explains how Adpro 444 cements also 
require only about 10 minutes standing before use when made 
at room temperatures of 70° to 80°. Archer-Daniels-Midland 
Co. 

Circle No. 347 on Handy Cover Card 


Screw Anchors. A free folder especially designed as an en- 
velope stuffer details the many household uses for Molly screw 
anchors. It tells homemakers how to select the proper size of 
Molly screw anchors, which are available in nine different 
sizes. Molly Corp. 

Circle No. 348 on Handy Cover Card 


“Carport Ideas” is the title of an eight-page publication 
showing how carports ought to be fitted into the general plan 
of a residential setting, how the carport is the key to other 
elements of living, how to relate it to the house and six plans 
for modern carports. Cost: 10¢ each, postage prepaid. Western 
Pine Association. 

Circle No. 349 on Handy Cover Card 


Framing Devices. Three illustrated envelope mailers on Teco 
framing devices are designed for use with invoice size envelopes. 
They present design and use information on such Teco products 
as Du-Al-Clip framing anchors, Fas-Lok metal bridging and 
Teco-U-Grip joist and beam hangers. Timber Engineering Co. 

Circle No. 350 on Handy Cover Card 


Decorative Fiberglass Panels. A colorful four-page folder 
shows patterns in Barclite designers’ group of decorative 
fiberglass panels and XR-1000 improved fiberglass panel 
line. It details Barclite accessories available to insure a perfect 
installation and also gives retail prices. Barclay Mfg. Co. 

Circle No. 351 on Handy Cover Card 
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16th ANNUAL 


WWI TA 
orm NATIONAL HARDWARE 
Suited SHOW 


including the LAWN, GARDEN 
& OUTDOOR LIVING DIVISION 


McCORMICK PLACE e CHICAGO 
OCTOBER 2 tneru 6G, 1961 





McCORMICK PLACE—Chicago’s spectacular 
new $34,000,000 lakefront exposition center. 


Learn WHAT’S NEW FOR ’62 and plan your profits while you do at the largest, 
most complete, most diversified trade show in America. Talk to more than 

1,000 manufacturers of hardware, housewares and allied items... lawn, garden 
and outdoor living products. Take advantage of your only opportunity to see the 
entire market at one time in one place. Find out how you can cash in on new 
products and services .. . packaging and design .. . promotions and prices... 
policies and campaigns . . . merchandising plans and selling techniques. Fill out 
and mail the coupon now for your free badge of admission. 














MAIL THE COUPON TODAY FOR THE TRADE ONLY 
hs . FOR YOUR FREE ADMISSION BADGE 
> NATIONAL HARDWARE SHOW 
Suite 1103, 331 Madison Ave., New York 17, N.Y. I 
l Please check below if you wish us to make hotel reservations for you. 4 
i] (Please Print) | 
| NAME TITLE i 
HARD \ VARE . sare 
| YPE OF BUSINESS i 
] Please check below the classification of your business. ] 
| Wholesaler |_| Retailer |_| Dept. & Chain Store Buyer | 
| Importer-Exporter ] Mfgrs’ Agent [|] Manufacturer [_] Other 
331 MADISON AVE., NEW YORK 17, N.Y. i | Please send us your hotel reservation blank. 
Murray Hill 2-4802 be 


Minors under 18 yrs. of age will not be admitted under any circumstances. 
ee cre cr ce cree cs re es es ee ee es es ee ee ee ee ee ee ee ee ee eh 
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HOME IMPROVEMENT MERCHANDISING ADs— (begins on page 121) 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


R.O.W. Offers a Desk-Easel 


R.O.W. dealers who wish a supply of 
the attractive desk-easel pictured at left 
may arrange to receive them through 
their area R.O.W. distributors. The pla- 
card is especially designed by R.O.W. for 
display during model home showings. 

Builders have been very enthusiastic 
about the eye-catching desk-easel, re- 
ports R.O.W. Lumber dealers may obtain 
a supply of them by notifying their 
R salesman as to their require- 
ments. R.O.W. Window Sales Co. 

Circle No. 352 on Handy Cover Card 


Home Remodeling Profit Kit 


Fry Roofing’s big new home remodel- 
ing promotion kit now is available to 
dealers free of charge. It is built around 
three profit ideas: a door hanger, cold 
canvass kit and a direct mailing piece 
with return card. 

Lloyd A. Fry Roofing Co. also offers 
its dealers a free newspaper ad mat serv- 
ice especially designed to promote sales 
of its asphalt shingles. It also has a vari- 
ety of radio and TV commercials availa- 
ble for use by dealers. Lloyd A. Fry 
Roofing Co. 
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DENISTON “LEAD-SEAL”’ 
Metal Roofing Nails 


GALVANIZED FINISH ONLY 


LEAD SEAL—The only nail with lead just 
under the head and down the shank. When 
the nail is driven, the hole around the nail 
is plugged with lead and the break in the 
metal is completely covered, to form a perfect 
double seal. 


TRIPLE LOCK—The only nail that has a lock- 
ing bump. As the “‘bump”’ is forced through 
the sheet, the sheet springs back over the 
bump—this effectively prevents the nail from 
working out. The nail, lead and sheet are 


solidly locked together. , ; 
has available wall and window streamers 
DRIVE SCREW SHANK—The only nail that is in color with areas for a dealer’s own 


driven on the steel head. Drive screw shank | 4 retail pricing. Arrow Metal Products 


Packaged Awnings & Canopies 


Each unit in Arrow’s Series No. 300 
line of awnings and canopies is packed 
in its own promotional carton with il- 
lustrated instructions. The all-steel units 
are offered in three stock sizes with forest 
green roof, balance in white. 

Seasonal newspaper advertising mats 
are available to dealers to promote these 
units throughout the year. Arrow also 


makes the nail turn and hold like a screw. It Corp. 
holds with a powerful, unyielding grip. Circle No. 354 on Handy Cover Card 
Threads are deep and sharp because they are 
formed after galvanizing. 


FREE LITERATURE 

Folders ‘‘Avoid Roof 
Leaks” and ‘“‘How to use 
Deniston ‘Lead-Seal’ Roof- 
ing Nails’ sent free on 


request. Ring Shank Drive 


Screw Shank 


Accepted Standard of Quality for Over 34 Years 


6000 POUNDS OF PRESSURE is used 
to compress the lead cold, both over and 
under the steel head of the nail as weil as 
down the shank. The lead forms 

a perfect seal in the hole made 

by the nail. Heads will not 

“pop”’ off from expansion and 
contraction of roofing nor from 

wind vibration. 


FREE FOLDER ON REQUEST 


new Armstrong FASHIONTONE 


an INCOMBUSTIBLE. ACOUSTICAL ceiling 


Fashiontone Wall Unit 

An attractive 2’ x 3’ wall display is 
available to dealers as part of a complete 
merchandising package for Armstrong’s 
Fashiontone, a new mineral acoustical 
ceiling tile. Ad mats, envelope stuffers 
and complete installation instructions 
also are available. 

In addition, Fashiontone commercials 
will be presented on the Sept. 13 TV 
presentation of “Armstrong Circle Thea- 
tre,” and regularly thereafter through- 
out the fall remodeling season. Arm- 
strong Cork Co. 

Circle No. 355 on Handy Cover Card 
(continued on page 148) 


BRIGHT OR GALVANIZED 


Price information available from your jobber or write direct. 
Shipped in 50 Ib. cartons. 


THE DENISTON COMPANY 





49th & South Western Avenue Chicago 9, Illinois 
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* AMERICAN-MADE 


BRINGS IMPORTANT 


WITH EXCITING BENEFITS FOR 
SELLER AND BUYER ALIKE 


FLOW OF NEW PRODUCTS through continuing 
research, and the sales stimulation of added com- 
ponents bring new Importance to all American 
Made Hardboard products for dealers and their 
customers alike. Check the important PLUS 
VALUES only American-Made Hardboards deliver. 


Abitibi Corporation, Detroit, Mich. Georgia-Pacific Corporation, Portiand, Ore. 


Bowater Board Company, Catawba, S. C. Masonite Corporation, Chicago, III. 


Edward Hines Lumber Company, Chicago, Ill. Nu-Ply Corporation, Bimidji, Minn. 


Evans Products Company, Corvallis, Ore. Superwood Corporation, Duluth, Minn. 
Forest Fiber Products Company, Forest Grove, Ore. United States Gypsum Company, Chicago, Ill. 


Weyerhaeuser Company, Tacoma, Wash. 


¢ More than 50 formulated products 

e Sustained High Quality every shipment 

¢ Continuity of Supply-balanced stock 

¢ Technical and Sales Assistance nearby 

¢ Customer Satisfaction backed by maker ‘ AMERICAN MADE 
plus-value 

FREE HARDBOARD 


8-Unit Sales 
Help Kit 
“Plus Values 


Profit” AMERICAN HARDBOARD ASSOCIATION 


Profit” 
205 West Wacker Chicago, Illinois 
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HOME IMPROVEMENT MERCHANDISING AIDS—(begins on page 12/) 


USE HANDY COUPON ON BACK COVER FOR MORE INFORMATION 


House of Gold Promotes Siding 


Called House of Gold, a siding demonstrator sets up easily 
into the shape of an actual house. It is especially designed to 
lead prospects through a field-tested sales story about Gold 
Bond Plasticrylic Siding. 

The traveling showcase utilizes full-color photography 
throughout and is designed so that actual job applications are 
simulated for the buyer’s choice. Its loose-leaf design permits 
revisions to fit in with a dealer’s favorite sales story. National 
Gypsum Co. 

Circle No. 356 on Handy Cover Card 





Teco Products. A new 12-page catalog 
describes the firm’s complete line of tim- 
ber connectors, framing devices and in- 
stallation tools. It includes photographs 
and line diagrams as well as tables of 
safe working loads. Information on sev- 
eral new products introduced since the 
first of the year also is given. Timber 
Engineering Co. 

Circle No. 357 on Handy Cover Card 


Fibre Pipe. A new 12-page, two-color “Fibre Pipe” catalog 
contains information on practical applications for modern 
bituminized fibre pipe for both homes and industrial plants. It 
is especially designed for convenient and rapid ordering and 
specifying of any “Life-Guarded” Bermico fibre pipe and 
fittings. Bermico Div., Brown Co. 

Circle No. 358 on Handy Cover Card 








Power Tool for Home, Lawn and Garden. A new two-page, 
two-color catalog sheet shows the many advantages of easy-to- 
use Mighty Moe, a power tool for home, lawn and garden. It 
describes how the rugged power-head drives floor polisher, 
tiller, lawn trimmer and edger. Attachment descriptions along 
with prices are fully detailed. Yuba Power Products, Inc. 

Circle No. 359 on Handy Cover Card 


Framing. A 24-page booklet unveils a variety of how-to 
ideas and applications for creative framing of storage racks, 
shipping containers, tables, platforms and other structures of 
all sizes and shapes. More than 30 photographs are used to 
illustrate the design versatility of AIM Brand Slotted Angle 
framing material. A seven-page section is devoted to maker’s 
new ready-to-assemble framing kits. Acme Steel Co. 

Circle No. 360 on Handy Cover Card 





THE FIRST LOW 


C Oo ST Cutaway Sections Win Sales 
Dealers report excellent results from 





demonstrating R.O.W _ spring-pressure 


PLANER-MOLDER 


The New Belsaw 910 turns rough lumber into 
all popular Millwork Patterns. 

Now a production machine that PLANES, 
MOLDS and SAWS in one continuous power 
feed ocean. A versatile money-maker for 
your shop 

The telexw 910 face molds up to 11 inch wide 
stock or edge molds to 6 inches wide—plaues 
stock 1244 inches wide by 6 inches thick. Saws 
244 inches thick. Power feeds 22 feet a minute 
with 3 or 5 H.P. motor. 

Delivered on easy payment plan with full money 
back guarantee. 

Find out today how the 910 can provide extra 
production and more profits for your company. 


Send for Complete Facts Today 


BELSAW MACHINERY CO, 


9092 Field Bldg., Kansas City 11, Mo. 
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Since 1879 





EXCHANGE SAWMILLS SaLes Co. 


MANUFACTURERS 


SOUTHERN and WESTERN WOODS 


Douglas County, Oregon 


928 Grand Ave.—Room 1400 
Kansas City 6, Mo. rwx xc-s84 


DISTRIBUTORS 


Representing: 
Yoncalla Lumber Co. 











Circle No. 84 on Handy Cover Card 


and balancing mechanisms with cutaway 
sections, it is said. 

Demonstration units are available to 
stocking R.O.W. dealers from their dis- 
tributors. Rugged mechanisms permit 
both instant removability and _ finger- 
touch balancing. Reasons why balancing 
mechanism requires no connecting hooks 
or tapes and becomes immediately opera- 
tive upon replacement of sash is dem- 
onstrated by the cutaway _ sections. 
R.O.W. Window Sales Co. 

Circle No. 361 on Handy Cover Card 


Roto-Hammer 


Skil’s new Model 726 
Roto-Hammer includes a 
more powerful motor, 
stronger precision die-cast 
housings ribbed for added 
strength and a side handle. 
Retail price: $225. Compan- 
ion Model 736 sells for 
$325. Trade-in allowance of 
$60 or more in Skil Hammer 
accessories is being given to 
Roto-Hammer buyers who 
trade in any old electric 
hammer. Skil Corp. 

Circle No. 362 on Handy Cover Card 
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FOR THE MOST COMPLETE 


LH, Ls id Yoursels | Kailings and Chinn 
, Z 


Benth tr F 
IRON 


Easy to install . . bth HN 
strong .. . beautiful. Z yr 
A wide variety of styles 
makes Easyfit Orna- 
mental Iron the perfect 
interior or exterior dec- 
orator. Completely ad- 
justable to assure a 
perfect fit every time. 


A special MONEY-SAVING Starter Package that inchades Easyfit display material, sales literature, ad 


mats, etc., is available now. = 


AVAILABLE 


x 


Senet er 


~ ALUMINUM 


Fully adjustable Alumi- 
num Railings and 
Columns provide a 
housetime of mainte- 
nance-free beauty and 
safety. Ideal for indoor 
or outdoor use. No 
painting needed. 


For information on the complete Easyfit line of Iron and Aluminum Rail- 
ings and Columns, plus details on the profitable Introductory Offer, write: 


* In stock for immediate delivery 


® 
bake MANUFACTURING CO. LODI 43, OHIO 
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September 11, 


An entire weatherproofing department shown in 4’ x 10’ of floor area! * Holds and 
merchandises everything from calking guns to sealing compounds... weatherstrip- 
ping to house numbers! * Slotted end frames permit four-sided merchandise arrange- 
ments! ¢ Instantly adjustable diamond-perforated metal shelves accommodate all 
types and sizes of merchandise! * Shelves may be used horizontally, vertically or in 
inclined position! * Versatile island unit for easy seasonal or special promotional 
change overs! * Entire unit can be assembled in minutes—without any special tools! 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE, 
AND SHOWROOM: AND SHOWROOM: 

225 W. 34th ST. 1400 N. 25th AVE. 
NEW YORK I, N.Y. MELROSE PARK, ILL. 


511 W. OLYMPIC BLVD. 
LOS ANGELES 15, CALIF. 
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SHOWROOM AND WAREHOUSE: 


Trademark 


FIXTURE FLEXIBILITY 


a, 
Custom Quality 


Mass Produced! 
aaa 


Spaceman 


One source for every 
planning - fixturing - 
merchandising need! 


je@weaeer ee eee eee eS 
a REFLECTOR HARDWARE CORP., Dept 


1400 NORTH 25th AVE. 
MELROSE PARK, ILL. 

Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS. 


BMM-9 


Position 


DONS 6.6 cncncbi8dstokicasscaveate ‘ 





Building 
Materials 


MERCHANDISER 


New Product Parade 


Lockset with After-Dark Glow 


New Glo-Lok residential lockset has 
a self-perpetuating glow element in its 
external knob face. Element reactivates 
itself by daylight or artificial light and 
after only five minutes of exposure re- 
tains its luminescent glow for 12 to 15 
hours after dark. 

Glo-Lok with the glow feature is avail- 
able at present only for entry sets. 
Standard unit has a 24%” backset and a 
2%” rose; 5” backsets also are avail- 
able. Prices are available on request. 
Precision Lock Mfg. 

Circle No. 325 on Handy Cover Card 





/ 


Folding Metal Legs 


Two curved braces snap easily into 
place in the crossbar of new patented 
folding metal legs for instant set-up; 
snap out just as easily for kd. The legs 
are packed four to a kit with screws. 
Retail price: $18.95. Catalog is avail- 
able. 

A Capri pedestal base shown at right 
in photo above has a width of 15”. Cen- 
ter post is available in different heights. 
Pedestal of the Galaxie, shown at left in 
photo above, is custom-built to speci- 
fications. Wilkenson Mfg. Co. 

Circle No. 326 on Handy Cover Card 


Packaged Patio-Porch 

Cupples’ new Patio-Porch is available 
as a complete package, ready to erect on 
any type slab. Constructed of aluminum, 
it is designed to enclose new or existing 
patios, breezeways, porches or carports. 

The packaged units are offered in vari- 
ous sizes. Each package includes fram- 
ing units, finished screen inserts, door 
and hardware and erection instructions. 
It may be purchased with or without 
aluminum roof, either in pitched or flat 
panel type. Cupples Company. 

Circle No. 327 on Handy Cover Card 
(continued on page 152) 


For more facts, 
use handy back 








Take-Out Window 


A new single-hung, all-alu- 
minum window may be re- 
moved for easy cleaning 
just by lifting lower sash 
and moving it slightly to the 
side. Called the Model 57- 
A Take-Out Window, it’s 
completely weatherstripped, 
meets all new FHA require- 
ments. Half or full screen 
and interchangeable storm 
sash are available. Stanley 
Building Specialties. 

Circle No. 328 on Handy Cover Card 
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Fluorescent Light 
Designed for Jow ceilings, 
this low silhouette, fluores- 
cent light M-4812, for kitch- 
en, work and_ recreation 
areas is only 312” in height. 
It has snap end caps, milk 
white plastic sides and pris- 
matic lens. Width is 11%”: 
length is 50” overall. Uses 
two 40-watt rapid _ start 
tubes. Finished in white. 
Moe Light Div., Thomas 
Industries. 
Circle No. 329 on Handy Cover Card 


4 


Drawer Slide 


Called No. 340 Auto- 
Slide, an automatically clos- 
ing drawer slide is ideal for 
kitchen cabinet application. 
Installation of the slide by a 
homemaker is accomplished 
in three easy steps. The slide 
requires only %2” at either 
side of the drawer and will 
support up to 100 pounds. 
Auto-Slide is available in 
lengths from 14” to 28”. 
Grant Pulley & Hdwe. 

Circle No. 330 on Handy Cover Card 


Has New Closet Rod 


New Quick Mount Closet 
Rod No. 1795 of non-sag 
tubular steel is available in 
five telescoping sizes and 
two lifetime finishes. Its new 
end-mount has a projecting 
flange that rests on top the 
hook rail. Flange lip may be 
bent down when no molding 
is available. Individually 
packed with mounting 
screws; 10 per shipping car- 
ton. C. Hager & Sons. 

Circle No. 331 on Handy Cover Card 
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hoot ‘for I more | Re H I fs 


with Cannon Craft movable shutters! 


Here’s a a well-planned inventory for Profitable Shutter 
Selling... if you act now! 


HERE’S WHAT YOU'LL GET! 


complete inventory of 144 of the fastest selling, most popuiar 
sized Cannon Craft Promotional Paneis—pius the necessary sets 
of Hardware—plus the Select-It-Yourself Island Merchandiser, 
us a full set of color swatches, envelope stuffers, panel charts, 

_ retail catalogs and year ‘round local advertising materials. 


YOU CAN MAKE MONEY 
_ WITH CANNON CRAFT SHUTTERS 


With this basic promotional inventory, you will be in a profitable 
shutter business—with a minimum of investment . . . but with 
a range of shutters that will fit more windows than any other 


- you can buy. 


| ‘THIS ORIGINAL STOCK OF 12 SIZES 
WILL FIT 70% OF YOUR DEMAND 


ete ee. gy ws . $362.16 
, low retail prices 

YOUR tevcoimcn! . ..°,.. ._ $223.44 
144 shutters 


YOUR PROFIT... . |... $398.78 
on this ortginal inventory 


62% PROFIT ON YOUR INVESTMENT, . , PLUS 2% 10 DAYS 
» 























69 1.09 1.49 1.59 





woo 349 3.89 179 


=| 


1.49 1.79 1.99 2.19 229 249 2.69) Bo arr li. | BB 








{ 








1.69 1.99 2.09 2.29 


2.09 2.29 2.69 2.89 7 ey = e | Manufacturing Co. 
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NEW PRODUCT PARADE 


(begins on page 150) 


Ball-Bearing Orbital Sander 

New Skil ball-bearing orbital sander, 
Model 992, is designed for those who do 
continual production sanding. Weighing 
only 5% pounds, it’s easy to use for over- 
head and vertical work such as sanding 
drywall joints. It’s also useful for sand- 
ing of new stock and other jobs such as 
removing old paint and varnish. 

It’s powered by a 2-amp motor. An 
auxiliary knob is removable for work in 
tight places. Sander measures 358” x 
642” x 9%” overall. Price is $49.95. 
Skil Corporation. 

Circle No. 332 on Handy Cover Card 


A New Stix Pattern 


Tumbleweed, the newest 
pattern in the Stix line of 
self-adhesive plastic, is avail- 
able in white, pink, laven- 
der, green, rose and tur- 
quoise. Stix is 18” wide, re- 
tails at 49¢ per yard. It solid 
may be used on any smooth, 
dry, clean surface. It will with 
cover everything from 
shelves, cabinets, splash 
areas to complete walls, says 
maker. Stix Products, Inc. 
Circle No. 335 on Handy Cover Cord 
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Cherry Kitchens 


A cherry cabinet line is 
available 
French provincial as shown 
in photo above; plain doors 
provincial i 
and modern. Rails are of 
cherry; 
warp-proof 
cherry 
frame members are joined 
by dowels and glued. Bro- 
chure is available to dealers. 
L-CO Cabinet Corp. 

Circle No. 336 on Handy Cover Card 


without 


For more facts, use 


handy back cover 
coupon. 


Clip-Fastened Planks 

Clip-fastened planks in the Royalcote 
cherry woodgrain line have the same 
scuff and stain-resistant finish as firm’s 
4’x7’ and 4’x8’ panels. The 16”-wide 
planks in both 7’ and 8’ lengths for easy 
application over solid backing, studs or 
furring are offered in three shades: Na- 
tura, Frosted and Honeytone. 

Masonite system of metal clips speeds 
installation by do-it-yourselfers. Clips 
and 1” lath nails are included with every 
order. Matching metal moldings also 
are available. Masonite Corp. 

Circle No. 333 on Handy Cover Card 


in three styles: 


design, 


doors have 
core covered 
veneer. All 


thena, Tempra, 


Adds Six New Tiles 


Wood Conversion Co. an- 
nounces two new ceiling tile 
patterns in its acoustical se- 
ries and four in its decorator 
series. Both types of ceiling 
tiles are marketed under the 
brand name, Nu-Wood. New 
acoustical patterns are Gos- 
samer and Fissured; new 
decorator patterns are Par- 
Golden 
Weave and Golden Thread. 
Wood Conversion Co. 

Circle No. 337 on Handy Cover Card 


Armstrong Offers Fashiontone 

Fashiontone, a new mineral acoustical 
ceiling tile, has been developed speci- 
fically for lumber dealer distribution. It 
is rated fully incombustible. Tile’s self- 
leveling joints and tongue-and-groove 
edge detail provide special ease of in- 
stallation by either cementing or stapling, 
says maker. 

Fashiontone is manufactured in the 
standard 12” x 12” x %” size and is 
packed 32 square feet to the carton. It 
retails at 60¢-65¢ per square foot. Arm- 
strong Cork Co. 

Circle No. 334 on Handy Cover Card 


ape 


Evanite Garage Liner 


New perforated Garage 
Liner by Evanite is easily 
installed with matching col- 
or, annular threaded nails 
directly over studs. It adds 
storage utility to wall sur- 
faces in garages and base- 
ment shops. Dealer sells an 
average of 12 sheets of the 
4’ x 8’ x %4” factory pre- 
finished hardboard for dou- 
ble garage installation. Evans 
Products Co. 

Circle No. 338 on Handy Cover Card 


(continued on page 154) 
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Triple your sel 


ing power 


with BRAMMER ONG Llehen’ ( abintle 


Sell the line that gives you an opportunity to close 
every kitchen prospect sale THREE DIFFERENT 
WAYS. Sell Brammer’s Sheer Line, the smooth, sheer 
design that is gaining an ever-growing acceptance 
among contemporary homeowners . . . Brammer’s Off- 
the-Floor, Designer Series 2700, that fits into plans 
for the most modern homes . . . and Brammer’s Pro- 
vincial, Designer Series 1700, to lend special elegance 
to homes of traditional character. 


All three Brammer designs give a unified look to 
today’s modern appliance built-ins. Brammer cabinets 
have custom-like construction details, exclusive ‘“‘wife- 
saving” conveniences, and fine furniture finishes that 
make Brammer Living Kitchens sell. 

For a better kitchen business in your area, consider 
a future with Brammer — the line you can sell three 
ways. To find out about available dealerships and 
distributorships, write today. 


BRAMMER MANUFACTURING COMPANY 


DAVENPORT, IOWA 
Circle No. 88 on 


“Sheer Line” Design 
Handy Cover Card 





YOU BUY 7 
WE GIVE YOU 8! 


You pay only $21.93 for 8 assorted Metal 

and Hardwood Leg Kits in popular sizes. 

You get $39.34 at retail on the 8 Kits. 

Your PROFIT—$17.41! 
Our special 8-for-7 Leg Kit Deal includes one each of these Kits at our 
NEW LOW RETAIL PRICES: 


Hardwood 
Leg Kits 


3” —2.78 
9” —3.48 


Tapered Metal Leg Kits 
Satin Brass Finish 


6”— 5.98 
12"”— 7.48 

fa"~.4.48 16”— 7.98 

22”—5.48 28”—10.68 
Each Kit complete with 4 legs, 4 brackets and 16 screws in a 
2-colored, self-displaying visual carton. Every leg with Self- 
leveling glide. 
Here’s a real opportunity to stock popular Wilkenson Leg Kits 
for only $23.91. Be ready for those customers who will see our 
ads in HOME MAINTENANCE & 
IMPROVEMENT Magazine that goes 
to 300,000 homes! 


ASK your distributor today for the 
Wilkenson EIGHT-FOR-SEVEN LEG 
KIT DEAL. (Order as many Deals as 
you want.) Or, you may order from us 
direct. Order now. Cash in on the fast- 
est selling Leg line in the country! 


(This offer expires Oct. 31, 1961) 


WILKENSON 


MANUFACTURING CO. 
2916 W. Lake St. * Chicago 12 


Circle No. 89 on Handy Cover Card 


DUN-MOR RUSTLESS ALUMINUM 


las 


FROM UGLY RUTS 


Rugged lifetime aluminum guides with 
genuine Stimsonite lenses, front and 
rear, reflect headlights and back-up 
lights to protect lawn, shrubs, and 
cars from damage. Gleaming, twisted 
aluminum for lasting beauty. Will not 
rust or rot. Five sizes for every need. 


List Price 
No. 220 — 20” tall, 1” red reflectors, 
1/8” x 1/2” body stock 
(Packed 6 to a Display Card) 
No. 223 — 20” tall, 3” red reflectors, 
1/8” x 1/2” body stock 
(Bulk Packed Only) 
No. 230 — 30” tall, 1-3/4” red reflectors, 
3/16” x 3/4” body stock $1.45 
(Packed 6 to a Display Card) 
No. 236 — 36” tall, 3” red reflectors, 
3/16” x 3/4” body stock 
(Packed 6 to a Display Card) 
No. 248 — 48” tall, 3” red reflectors, 
3/16” x 3/4” body stock 
(Bulk Packed Only) 
Numbers 220, 230 and 236 come mounted 
six to a handsome, throw-away Display 
Card as shown in illustration at left. 


DUNCAN-MORRIS CO. 
48 N. VALLEY ST . 1 ,4°4@) a @) 5118) 
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$1.95 


$2.15 
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NEW PRODUCT PARADE 


(begins on page 150) 


All-Aluminum Screen 

United States Gypsum Co. has avail- 
able a new all-aluminum screen of box 
frame construction. 

The screen is available in sizes to fit 
USG steel basement sash. It will not 
rust or warp. It is easily attached to the 
sash by two screws and it can remain in 
position during cold weather, says maker. 
Iwo clips also will mount a USG storm 
panel on the screen’s frame. Screen is an 
ideal item for sale to do-it-yourselfers 
or contractors. United States Gypsum 
Co. 
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For more facts, 


use handy back 
cover coupon. 


Split Header Track Cuts Costs 

A newly-developed sliding door track 
is a key part of Grant’s new No. 6038 
hardware. Known as the Split Header 
Track, it is so made as to allow sliding 
doors to be the same size as hinged doors. 
No cutting of doors to fit reduced head- 
room is required, says maker. 

Trim can for the first time be the same 
on both sliding and hinged doors, it is 
said. Headroom is virtually eliminated 
because track is literally inset into the 
header unit. Grant Pulley & Hardware 
Corp. 
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Hardware That Does Two Jobs 


A new combined dead bolt and chain 
door fastener is available. When bolt 
is in normal position, it’s a positive dead 
bolt. Reversed, it becomes a chain door 
fastener, allowing door to be opened for 
view of callers. 

The new extruded brass V-837 Dead 
Bolt and Chain Door Fastener has a 
steel, twist-link chain. Packaged with 
mortise strike and %4x6 sheet metal 
screws in plastic Visual-Pac for perforat- 
ed hardboard display. Available in four 
finishes. National Mfg. Co. 
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REDUCE delivery costs. 
UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
, truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 
1921 Gwinotte, Kansas City 20, Mo. 
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WILHOLD. erassi\ raster 


WHITE te L U “ 


SPREADS FURTHER! 
SANDS EASIER! 


AMAZINGLY STRONG! 


: OVER 3000 PSI 
DRIES QUICKLY * DRIES CLEAR 


<.) WILHOLD 
mera GLUES INC. 


los Angeles 31, Chicago 44 
#1089 


AMAZING WITH WGOD 
PAPER * LEATHER * TABLE-TOPS 
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“He must have 
run a Classified ad in 
Building Materials Merchandiser!” 


Whether you’re looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. © CHICAGO 3, ILLINOIS 
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Ceramo Striated Clapboard 

New Carey Ceramo Clapboard siding 
is striated with a ceramic-type finish. It 
is available in white and four colors: 
colonial yellow, dusty rose, birch gray 
and sage green. The colors are especially 
effective in making older homes look 
like new again, says maker. 

Ceramo Clapboard is easily washed 
with household detergents and water. It 
measures 943” x 48”. Dealer sales aids 
include: TV scripts and radio spot an- 
nouncements, ad mats and 35 mm. slides. 
The Philip Carey Mfg. Co. 
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Matching Cast Shutters 


Locke Mfg. now has available attrac- 
tive, low-cost shutters to match its full 
line of custom-crafted railings and col- 
umns. 

The matching shutters, at a nominal 
cost, enable a homeowner to achieve a 
harmonious design pattern while adding 
new prestige to his home, maker states. 
The wrought iron shutters are offered 
in cast styles as well as in styles to 
match other Locke railings and columns. 
They carry Locke’s Housetime Guaran- 
tee. Locke Mfg. Co. 
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Dennix Adds a Cafe Leg Line 


A pedestal base to which a suitable 
table top can be attached has especial 
appeal to do-it-yourselfers. Called Cafe 
Leg, it is available in three heights, 14”, 
18” and 29”, and in three base sizes, 
18”, 25”, and 35”. With a Cafe Leg, a 
homemaker can easily create round or 
square tables for lamps, informal dining. 
A pair may be used in making a foyer 
table. 

Cafe Legs are offered in unfinished 
wood or in a prefinish of walnut, black 
or natural. Dennix Products Co. 
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there’ ont like it! 


PERFECT FOR USE 
ON HOLLOW DOORS 


© GRIPS ANY MATERIAL 


How to 


display 
sample 





UP TO 3/8” THICK 


@ NEEDS ONLY 3/8’’ 
EXPANSION SPACE 


doors for 





® NO DAMAGING PRONGS 


Perfect for fastening fixtures 
to flush doors . . . no prongs 
to split thin wood. 








Perfect for use with thin 
metals, plastics, etc... where 
sheet metal screws won't 
hold, the Jack Nut will. 


Works on same principle as 
famous Molly Screw Anchor. 


Anchorage is permanent... 
fixtures can be removed and 
replaced in same nut. Will 
not pull through. Weight 
Jack Nut will hold is limited 
only by the strength of the 
material in which used. 


ASK YOUR “ 


Fre] 
JOBBER os! 


- 








collapse spider 
anchor backing 
by exerting pull 
on thread. 


increased 








Insert Jack Nut 
into hole. Needs 
only %%" expan- 
sion space. 


Run in screw to 


Jack Nut now is 
installed and 
ready to receive 
attachment 
screw. 


® 
CORPORATION 


READING, PA. ADDRESS 
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cASY 0 INSTALL 


Dept. E, Warne & Carter 


CITY AND STATE 


le enh hcl 























USE MULTIPLEX MERCHANDISERS. Same advantages of limited space, 

high visibility, and customer appeal as the famous Multiplex Display 

Panels. (And doors and panels are interchangeable.) Doors are protected 
- may be sold as new. For complete information, mail the coupon. 


MULTIPLEX bisay Fst co 


St. Louis 7, Missouri § 


Please Send me literature on your Display Equipment 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


1 Time—30c per word for each insertion. 
Minimum sharge of $1.50 per line. 


3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
owed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 








WANTED: Superintendent experienced in 
operation of millwork factory doing volume 
detail work. Reply to P. O. Box 6578, Or- 
lando, Florida. 





Retail Manager wanted who has had experi- 
ence where there is business and competi- 
tion. Salary and bonus. Good deal for right 
man. 

Paul Dixon, Sac City, Iowa 





Wanted: 
Sales Manager 
For Growing National Manufacturer 


The man we're looking for must have previ- 
ous sales management experience, supervis- 
ing traveling men calling upon retailers. He 
must have ability to motivate and lead a 
dynamic sales force. He’s about 40, married, 
and has the usual personal characteristics re- 
gee for work of this nature. 

he man we select will have direct charge 
of the field force, will help set and execute 
company sales policy and will recommend 
and execute our advertising program. 





SITUATION WANTED 











POSITION WANTED. Can do any job in 
lumber yard. Manage, estimate, buy, sell, 
draw plans, keep and close books. 30 years 
in lumber from stump to subdivision. Ad- 
by Box R-36 Building Materials Merchan- 
iser. 





RAILS WANTED 











SALES REPRESENTATIVE 
WANTED 








SALES REPRESENTATIVES 


Sensational new line of decorative grillwork 
for do-it-yourself room dividers, screens, 
etc., also completely pre-packaged units. 
Terrific merchandising program including 
POP racks, literature, advertising. Most ter- 
ritories available. Shipped from both East 
and West Coast. Write fully to Board Prod- 
ucts, 272 Thomas St., Newark 14, New Jersey. 





LUMBER FOR SALE 











PONDEROSA PINE 
Write us about your requirements: 


1. #3 Com S4S RWRL or 1x12 
2. #4 Com S4S RWRL or 1x12 
3. 4/4 S4S C & Better RWRL 


Ponderosa Pine de Mexico 
P. O. Box 88, Ft. Worth, Texas 





RICH VALLEY LUMBER COMPANY 
P.O. Box 347, 

Emporium, Penna. 
Manufacturers of K.D. Clear Pa. Gum Free 
Cherry and Northern White Hard Maple 
2x 2—2% x 2% and 3 x 3 squares and flat 
stock in 4/4 to 8/4. Write us for quotations. 





Let Us Quote Delivered Prices 
AROMATIC RED CEDAR 
Heavy 8 Lengths 
4/4 thru 8/4 
MIDLAND VALLEY LUMBER COMPANY 
P. O. Box 2501, Baton Rouge, La. 





2x2’s—2x3's—2x6’s—8’ and 10’ Spruce, White 
Pine and Douglas Fir. Make reasonable offer. 
Interstate Saw Mills, Cimarron, New Mexico. 





LUMBER WANTED 











Firm desires direct sources for Soft Southern 
Ash, Oak, Walnut, in moulding and lumber 
RWRL, rough and S2S; and plywood. 
Crown Royal Distributors 
1940 Linwood 
Oklahoma City, Oklahoma 





BUSINESS FOR SALE 














RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 489 Lexington Ave., New 
York 17. 400 Park Bldg., Pittsburgh 22, Pa. 
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Prosperous Building Material Business in 
Michigan’s best resort town. Ample ware- 
house and yard space. Large, modern sales- 
room. Best of prospects. About sixty thou- 
sand will cover stock and equipment. Will 
sell or lease, land and buildings. Address 
Box R-28 Building Materials Merchandiser. 





FOR SALE: Michigan Lumber Yard, pre- 
fabricating plant, office storage, all modern 
equipment, 24,000 sq. ft. with railroad sid- 
ing; now prefabricating homes and summer 
homes, covering state of Michigan, also 
excellent retail business. Can be purchased 
with or without inventory. This is not a run- 
down business but a company with excellent 
reputation. For further details, write Box 
R-30 Building Materials Merchandiser. 





For Sale—Lumber Yard and Hardware with 
office and showroom located in one of 
Northern New Jersey’s fastest growing towns, 
grossing about $250,000 yearly. On 3 acres 
with 7 room ranch house, uipment and 
well stocked. Good terms. Address John R. 
Edleston, Broker, 41 Manchester Ave., Pat- 
erson 2, N.J. Tel. AR.1-4608. 





Medium sized lumber yard in southwestern 
Michigan with good location and increasing 
volume for sale on terms. Owner to retire 
shortly. Address Box R-37 Building Materials 
Merchandiser. 


BUSINESS FOR SALE 











Denver, Colorado : 

Wholesale Building Materials Corporation 
For Sale 
Physical facilities are excellent—30,000 sq. 
ft., dock-high with rail, six blocks from ma- 
jor traffic interchange. Owner will sell cor- 
poration and sell or lease real estate. This 
corporation has a $250,000 tax loss. 
Van Schaack & Company 
624 — 17th Street 
Denver 2, Colorado 





For Sale: Retail Lumber yard, Danbury, 
Conn. Vicinity. Price $75,000 including 
trucks, equipment and inventory of 20 to 
$25,000. Goodfellow & Ashmore, Danbury, 
Conn. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 
119 North Fourth Street 
Minneapolis 1, Minn. 





CHAIN LINK FENCE. Direct from factory 
to you. Wires, posts, rails, fittings. Will ship 
wire or any accessory separately. Write con- 
cerning dealership in your area. Ship any- 
where. Contact: TE 3-7587, B. W. Kemp, 
944 Main St., Beaumont, Tex. 





New Suggestion For 
Central Mortgage Bank 

WaASHINGTON—Authorized by Con- 
gress in June, a new program for 
lending money to banks and other 
suppliers of housing credit has now 
been spelled out by the Federal 
National Mortgage Assn. Sponsors 
in the home building industry regard 
it as a first step in eventually set- 
ting up a “central mortgage bank.” 

FNMA heretofore has been em- 
powered only to buy U. S.-backed 
mortgages outright, usually from 
banks and insurance companies. Un- 
der the new loan program, Fannie 
Mae has another method of providing 
money temporarily to mortgage 
lenders. Holders of FHA and VA- 
backed mortgages can put them up 
as collateral for short-term loans 
from Fannie Mae, while retaining 
ownership of the mortgages. 

FNMA said it will extend loans 
up to 80% of the mortgage value 
submitted as collateral with a 5% % 
interest rate which must be repaid 
within 12 months. Minimum term of 
the loans is two months. 





Hoo-Hoo Names Chairmen 
To Direct NFPW Efforts 


E. W. Hammerschmidt, chairman 
of the board, International Concaten- 
ated Order of Hoo-Hoo, has an- 
nounced the appointment of chairmen 
for 39 states to direct the planning 
for National Forest Products Week 
and year-round promotion efforts. 
Additional state chairman will be ap- 
pointed; also one for Manitoba, the 
only Canadian province which does 
not yet have a chairman. 

NFPW is October 15-21 this year. 
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How’s Business”? 


Building Materials Dealer Sales Pulse 
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Sales: July ‘61 vs. 
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Sales: 7 oie ' 
7 months " 
Accounts receivable 
July 31, "61 vs. 
July 31, '60 
Inventory: July 31, ‘61 
vs. July 31, "60 
Next quarter's sales 
estimate 
July weather 


Marketing Regions 


Zone 2 
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Atlantic 


Zone 3 
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Atlantic 
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East North 
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—12% — 2% 


+20% 
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Imagine what a shock it would be to most teenagers to realize 
that in twenty years they’ll be as ignorant as their parents are 
now. 


* * 


“Who gave the bride away?” 
“Nobody. I could have but I kept my mouth shut.” 


* * ~ 


The indiscreet lovely lass was shown to a ringside table. 
“There,” nodded the knowing waiter, “Goes a good time who’s 
been had by all.” 


* * x 


A virus is something originated by a doctor who couldn’t 
spell pneumonia. 


* * * 


They say that at midnight the modern Cinderella turns into 
a motel. 


* * * 


Mr. Retail Dealer: The MAUK Lumber Co. is exclusively 
wholesale—never sells retail. Our job is simply to serve you, 
not compete against you. 

1961 has seen the addition of the PATRICK & MAUK saw- 
mill; a flush door plant producing MAUK doors, and a full line 
of panel doors. We will continue to work toward better service 
for you, our valued customers. 


* * ¥ 


Simple Celia thought Joan of Arc was Noah’s wife. 


* a * 


Two young ladies went down to Florida for a vacation. Their 
first morning there one of the girls went to the beach to take 
a look at the scenery. She came running back to the room call- 
ing excitedly to her friend, “Hurry up! The water is wonderful 
today—full of men!” 


* 


Do You Know What Dep'’t.: 

Do you know what a bachelor is? A man who will consent to 
get married if he can find a girl who loves him as much as he 
does. 

Do you know what money is? Something that things run up 
into—and people run out of. 

Do you know what MAUK is? The place where the customer 
comes first and therefore always comes back. 


* * ” 


MAUK Seattle Lumber Co. 


Seattle, Washington 
* * * 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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E-X-P-A-N-D-A-B-L-E Shutters 


EXPAND-O' 
ALUMINUM 
SHUTTERS 


...one size fits 
all window openings 


® No need to stock a variety of sizes. 

@ Enduring baked-on acrylic finish. 

® Beautiful Decorator Colors. 

@ Expands and locks at desired window height. 
@ Installed in minutes with a screwdriver. 


DISTRIBUTORS: Choice territories still available. 


LYF-ALUM, INC. Dept. BMM 


Send me further information on Expand-O Shutters 
Dealer (1) Distributor 1 


*Pat. Pending 


Oconomowoc, Wisconsin 
Metropolitan Milwaukee Area 


{ Address...... ‘ 
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THE “PANEL” THAT COMES 
AT A PICKUP PRICE! 


FORD Econoline Van 


Ford’s new Econoline Van costs at least $310 less* than 
leading conventional %-ton panels and gives you much 
more! More loadspace! A big 204 cubic feet means up to 
80 cubic feet more space than conventional! panels. More 
loading ease! Door openings, both curbside and rear, are 
a full four feet wide, and the floor is level full length with no 
rear engine hump to hinder loading. More driving ease! 
Nearly three feet shorter, Ford’s Econoline is nimble in 
traffic. More savings! In a 16,000-mile year, savings on 
gas, oil, tires and license can amount to $100 or more. See 
your Ford Dealer for full details. 

*Based on a comparison of latest available manufacturers’ suggested retail prices 


FORD TRUCKS COST LESS 


See your Ford Dealer's ‘Certified Economy Book”’ for proof 
Circle No. 98 on Handy Cover Card 
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JUST AROUND 
THE CORNER 


WINTER: 





(Source: U.S. Weather Bureau Climatological Data)’ 


Order Sterling Hallifé: now, before winter storms 
strike—and order enough—don’t get caught short! 


The season’s first winter storms will start a rush on Sterling 
Halite—to clear sidewalks, steps, driveways and parking 
areas of dangerous slippery ice and snow. 

Be sure to have plenty of Sterling Halite on hand. It’s 
the recognized No. 1 product for melting ice and snow. 

To help you sell more Halite, colorful outdoor posters 
tell your customers that Sterling Halite melts more snow 
and ice faster! Melts danger away! 

Sterling Halite comes in 10-lb. bags (6 to a bale); in 
25-Ib. bags with carrying handle; in 50-Ib. and 100-lb. bags. 
Order Sterling Halite now from nearest district office. 
Don’t delay. 
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STERLING HALITE SALES SLANTS 
© 48.9% greater melting power at 30°F. than other snow and ice 
treatments. 
® Dissolves 46 times its own weight of snow and ice. 
© Most effective if spread while snow is falling or before freeze. 
© Breaks up ice and hard-packed snow. 
© Use under wheels of car. . . Gives instant traction. 


pre a= a 

ai 2 eo. 

DONT GET STUCK OONT GET STUCK 
iN SNOW OR ICE IN SNOW OR ice 


SNow OR or 














FOR TONS OF PROFITS maintain a permanent one-ton display 
all winter long (in place of charcoal, fertilizer, grass seed, etc.). 
Takes only 24” x 54”. 


INTERNATIONAL SALT COMPANY 


CLARKS SUMMIT, PENNSYLVANIA 
DISTRICT OFFICES: BOSTON + BUFFALO - CHARLOTTE + CHICAGO + CINCINNATI + DETROIT - NEWARK » NEW ORLEANS + NEW YORK - PHILADELPHIA + PITTSBURGH + ST. LOUIS 
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NATIONAL MANI 


11109 First Ave. 


Circle No. 100 on Handy Cover Card 
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says CHARLES WILLIAMS, Buyer 
WILSON F. CLARK CO. 
SAN DIEGO, CALIFORNIA 


National has built a reputation for 
shipping dealer orders promptly 

.accurately...and with no 
annoying back orders. Dealers also 
like our color-coded labels, sug- 
gested by Mr. Charles Williams. 
This makes solid brass hardware 
instantly distinguishable from steel. 


ll National hardware is uniformly 
aged for greater eye-appeal . . . buy 
eal. Picto-graphic cartons, decimal 
ced for easier inventory control, have 
ell-all’”’ label that shows exactly 
t’s inside. Join the swing to Nationa! 
se Visual-Pac line offers yeu the 
idest selection of builders’ hardware 
lable anywhere in self-service pack- 
. Descriptive information is avail- 
now on this new surface bolt and 
yurs...just for the asking. Write 
it today! 
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ANUFACTURING CO. 


Sterling, Illinois 





